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IDEABOOK OF ADVERTISING & SALES PROMOTION 


Requ 


COLLINS, MILLER &@ 


HUTCHINGS, INC. 


in 
reader 


UNIS 
0 
time 


hen you run an ad in color or black 
and white in a national magazine that is 


bought on subscription or at the news 


stand, the reader pays for his own time 


azine is 


The reader's choice of a n ag 
not a whim of the moment. It is a 
positive act of preference marked and 


proved by an expenditure of money and 


tim 


e. The reader pays for editorial 
service...and gets it. His attention and 
interest are organized by the editoria 


background. Your advertisemen 


nal magazines 


th 


> of a series of advert 
peration with well > 2 
photographers, which express iv 
ppreciation of America's national magazines 
contribution to magazine advertisir 
echnical... our skill in making fine photo-« 
yravings for letterpress and gravure. Our appre 
ciation is more than technical. It is a broad 
recognition of the basic part played by national 
magazines in the maturing of ciety and the 
moving of American merchandise 





Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in _ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives you'll discard your old ideas about printing paper. 


frazyse 
PACKAGING DIVISION wrlin 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 





” 


A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 


the most complicated moves 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride”” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 


equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Just Calton Us 


Worried About the Gold Situation? 


If you read the financial pages or follow the political discussions 
in Washington, you undoubtedly know that the gold supply of the United 
States has been reduced because of an outward flow to foreign countries 
as a result of an imbalance in international payments. 


And if you have time you can worry also about the upset situation in 
the Congo, the unpleasantness growing out of our current poor relations 
with Cuba, the designation of many regions of the country as depressed 


areas, and the fact that unemployment has risen, even though a record- 
breaking number of people still have jobs. 


Alert citizens must keep informed about all of these situations, even 
though it is obvious that in most cases the individual can do little or 
nothing to change the picture. Others in important political posts have 


the responsibility for finding solutions to the many problems which face 
the United States and the world. 


Since you can't do anything about most international and national 
problems, the best thing to do is to concentrate on your own,regarding which 
you have an opportunity to take vigorous and affirmative action. Every 
business man and every advertising and promotion executive can help his own 
business by the development of effective programs through creative think- 
ing. And the sum total of all the efforts along this line can easily 
combine to change the over-all economic picture for the better. 


So while you will want to continue to keep informed abcut world and 
national affairs, remember that the best contribution you can make to the 
prosperity and well-being of the U. S. A. is to keep your own business 
going ahead successfully. That's an assignment you can accept enthusiastical- 


ly and without qualification. 
SE AG 
een TR ars 


G. D. Crain Jr. 
Publisher 
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caste stem 


Kleen-Stik played a vital role ina 
space-saving demonstration for 
Miles Products Div. of Miles 
Laboratories, Inc., Elkhart, Ind. To 
show druggists how little counter 
space 2 dozen packages of Alka- 
Seltzer need, Product Mgr. Rudy 
Rasin and Merch. Dir. Hank 
Schmidt developed this ingenious 
3-piecer. The colorful cut-out of 
“Speedy”’ slips over a wire clipped 
at right angles to a 6” x 6" card. And 
the card fastens quickly and securely 
to the counter with (you guessed it) 
self-stickin’ Kleen-Stik — the mod- 
ern ‘‘peel-an’-press’’ adhesive! 
Frank Karslake handled produc- 
tion for Forbes Lithograph Mfg. 
Co. 





CF on ertist ng 


Requirements 


The Abbott Redesign Story ....cccccccccccccccccces 
While few companies face the complexities of Abbott Lab- 
oratories in planning a redesign program, few can fail to 
learn from its experiences. Rosert B. Konrkow 


it Takes Promotion to Sell Newspapers .............+-:. 
You can learn a lot that you can use from the ingenious 
promotions of the St. Paul Dispatch and Pioneer Press. 
HARLAN JOHNSON 


How Direct Mail Can Create an Image ..............+. 
To make an intangible worth buying, you must create in- 
terest and impact through ingenuity and imagination. 

James R. SMABY 


— 


a ells 
GELF-STIK-ing ths 


Wet Cat om @ Billboard . nc cece cc ccccccsccccccccces 
What does an artist do when he has to paint a poster of a 
snarling, leaping, powerful tiger? Dortre Lane CLARK 


You Can Sell Anything Anywhere .............--2008. 
The right kind of display will work, even in selling alu- 
minum storm doors in a supermarket. Havitanp F. REvEs 


i139 


Counter Space is a Place to Display and to Sell .......... 
The first of a series of photographic studies of sales promo- 


tion media, this looks at the highly-competitive retail 
counter top. 


on ee 


IDEA NO. 172 
Great Give-Away for 
Sylvania 


So suitable . . . so practical . . . so 
ingenious is this “Pamily Album”’ 
used as a premium by Sylvania 
Electric (Canada) Ltd. of 
Montreal. Inside the colorful covers 
(printed in English and French!) 
are 12 black pages for mounting the 
photos you take with Sylvania 
Superflash bulbs—each page 
equipped with strips of Kleen-Stik 
Dubl-Stik for easy attachment 
without water, glue, or tape. Idea 
“flashed’’ by Sales Prom. Mgr. 
W.P. Lewis and Ed Matthews of 
Delmar Studios and produced by 
The Delmar Studios Co. Ltd., 
Downsview, Ont. Makes a pretty 
sales picture! 
With Kleen-Stik, relief from 
display and merchandising 
problems is just a phone call 
away. Call your regular print- 
er, lithographer, or silk screen- 
er for an album of ideas...or 
write direct. 


Why Manpower Prints for Itself ..........-00ee eee 
A look at a large in-plant printing installation and at some 
of the special reasons why it is working here. Ep Sacus 


d33y° 
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Be Friendly with the Ad Manager ..............e+eee8. 
The advertising managers of the publications you use can 
be very helpful, if they want to be. Bos WESTENBERG 


How to Promote Consumer Ads to the Trade ............ 
Here’s how U. S. Steel reprinted its ads in business maga- 
zines even before they ran in consumer publications. 


All About Outserts . 
An outsert is just like an insert, except it goes outside the 
package. This article outlines its uses and values. 


MILS-N331MW HLIM*™ 


U. S. Packaging Breaks Through the Iron Curtain ......... 
How American design, added to American packaging meth- 
ods, made a contribution to Polish industry. 


PETER SCHLADERMUNDT 
PRODUCTS, INC. 


7300 West Wilson Avenue 
Chicago 31, Minois 


Good Promotion Takes a Year to Plan ............+.- 
A detailed account of the year of promotion that precedes 
a large consumer exhibit, like Chicago’s National Boat 
Show. Joun R. ADVENT 
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OF CONTENTS 


Coffee Break in a Bank 
Coffee and cookies, served in a St. Louis bank lobby, built 
a spirit of friendliness and goodwil’ as well. MrLpRED WEILER 


How Breck Shoots TV Commercials 
A national advertiser tells how it works with ite agencies 
and its producers to get the results it wants. 


Apples for Teacher Sell Doughnuts . ; 
An inexpensive goodwill program, using apples, doughnuts, 
teachers and students, builds sales for a Southwestern 


baker. Grorce W. PHINNEY 


Photography that Gets Publicity . 
A veteran public relations man draws from his experience 
to outline the ways of getting pictures used in the press. 
Frank G. M. Corsin 


A Simple Technique to Get Textured Backgrounds 
It isn’t difficult to produce interesting textures, provided 
you have an airbrush, paper and a good imagination. 
ALLEN SOMMERS 


Plaques & Trophies 
An Advertisers Buying Guide explains the sales promotion 
values of these tools, and where to get them. 


Tep SANCHAGRIN 


Dr. West Sets a Record 


A special premium deal introduced a new kind of record, 
and at the same time, set record sales. THea K. FLtaum 


How to Get Dealers to Use Promotion Materials 
Fuelane Corp. got its dealers promotion-minded by de- 
veloping a systematic rating system that paid dividends. 
WALTER E. DoNovaNn 


DEPARTMENTS REGULAR FEATURES 


Art & Photography Buyers Guide & 
Advertisers’ Index 
Audio & Visual Aids Books for Admen 
Direct Advertising Coming Conventions 
Competitions to Enter 
Graphic Arts .... The Editor's Notebook 
Film Review . 
Packaging & Labelin idea Album 
Just Between Us 
Next Month in AR 
Promotion Almanac 
Shows & Exhibits Readers Write 
AR Reprints 
Signs & Displays Sales Promotion News 


Premiums, Prizes & Spe 
cialties 





HAMMOND 
MAKES MORE 
THAN MAPS 


place mats 
decorative maps 


books 

plus customized 

premiums created 
just for you! 


OUR 60th 
ANNIVERSARY 


of providing sales 
builders to business 
Sixty years of service and 
the coveted NPSE seal below 
are your guarantees 

of sure-fire success 

with prestige Hammond 
premiums. 


MAKE MORE 
THAN SALES 


.. you make loyal customers 
whose good will continues to 
create extra profits year after 
year. Shown here are only a few 
Hammond sales builders ... Vinyl 
laminated place mats ... Books on 
nature, travel, pets, plants and 
animals... Plus a customized 
premium service that America’s 
leading companies consult 
for exclusive items to fit 
a specific purpose. 


Popular sales builders this year 
include Hammond’s Civil War 
Centennial Map, World Map, Space 
Map and Weather Map. For 
complete information on all 
Hammond items, write 

J.T. McManus, Manager, Sales 


Promotion Division. 
& Company 


Dept. SP-5 
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at a nifty saving! 


‘SIM-PULL 


lf you're like most people you 
get an irresistible urge to pull 
the tab on Tension’s new “Sim- 
Pull” envelope—newest open- 
ing idea for 3rd class mail. 
Gets ‘em to the message. 


A pull of the tab and out comes 
a “teaser” message. 

Get sure, quick openings for 
your 3rd class mail. Tension’s 
“Sim-Pull” envelopes perform 
perfectly on automatic insert- 
ers. Plenty of room for adver- 
tising or merchandising space, 
too. Available in standard sizes 

and economical, too. 


MAIL COUPON TODAY 
FOR FREE SAMPLES. 


TENSION ENVELOPE CORP. 


Kansas City « St. Louis « Ft. Worth « Memphis 
Minneapolis « Des Moines ¢ So. Hackensack 


Tension Envelope Corp. : 
815 East 19th St., Kansas City 8, Mo 


Please send me kit of the new Tension 
Sim-Pull Envelopes. 


Name 

Title 

Firm Name_ 
Address 


iin State 
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The Editors 


Hail and Farewell... 


After Almost Nine 
Years, We Change to 
Brand New Title 


Next month our regular readers 
will notice a big change in what we 
hope is their favorite business pub- 
lication. Starting with the May issue, 
which will be in your hands start- 
ing April 20, we shall have a new 
name — ADVERTISING & SALEs Pro- 
MOTION. 

The change of the name of a 
magazine is a dramatic one, because 
it is an obvious one. A magazine’s 
title is usually set in the largest 
typeface it uses, and when you 
change it, it seems like a big step. 

In our case, however, we do not 
regard it as anything but the next 
step in a series of changes that 
started the day our first issue came 
out and which will continue, we 
hope, as long as we publish. Our 
single objective is to be of greater 
help to our reader, the advertising 
and sales promotion executive, 
whom we, along with the Sales Pro- 
motion Executives Association, con- 
sider the coming man in manage- 
ment. 

This is a change in title; it is not a 
change in content or in editorial 
coverage. We’re sorry to leave the 
old title behind. Apvertistnc ReE- 
QUIREMENTS, although it always 
seemed to need explanation, has by 
now begun to roll off our tongues 
easily and, we hope, off the tongues 
of our readers who have come to 
know it. And our initials — AR — 
have come to serve as a useful sym- 
bol. 

But this is a changing field and a 
growing one. New readers are com- 
ing into the fold all the time — or, 
at least, are entering the fields in 
which this publication could be of 
great help to them. But the name 
on the masthead of this issue does 
not clearly explain our coverage. 
Perhaps the new name isn’t yet 


Display typefaces in this issue . . 
Medium; 47—Holla; 


68—Balzac Brush; 74—Bodoni Light; 
Italic; 91—tLydian; 96—Mandate; 


perfect, but we feel that it gives a 
better definition of our field of cov- 
erage. It should, we hope, define the 
scope of this publication so that it 
becomes easier to attract those new 
readers who have the most to gain 
from our pages. 

Along with the new title will come 
a new cover design, about which we 
are very excited. We hope you will 
let us know what you think of it. 
Designed for us by Burton Cherry & 
Associates, Chicago, we think it has 
dignity, strength and beauty. 


> This change isn’t the first we have 
made in our comparatively short 
life, nor will it be the last. More 
than a year ago, we started a series 
of Advertisers Buying Guides, 
which has met with wide accept- 
ance. We felt that too many of our 
readers were spending too much 
time trying to find sources of supply 
for special sales promotion items, 
and too much energy trying to cut 
through the competing claims of 
rival producers. We have, month 
after month, been trying to help you 
spend your energies more efficient- 
ly, and we shall continue this series. 
This month, for example, we discuss 
plaques and trophies; next month, 
the 8mm sound projector in sales 
promotion. In the past, our readers 
have learned about balloons and 
phonograph records, product minia- 
tures and cut-out letters. 

Another contribution of which we 
feel proud is our film review col- 
umn. As far as we know, this is the 
only place in the business press 
where films and filmstrips are re- 
viewed critically. Educational films 
have long been reviewed by educa- 
tors and their publications, but not 
those sponsored by business and in- 
dustry. And yet it is only through 


nt) 


. 27—Photolines; 33—Dom Casual; 37—Radiant 
55, 56—Bodoni Black Italic; 61—-Tempo Heavy Condensed; 
83—Adletter; 89—Futura Bold Condensed 
101—Bernhard Modern; 106—Hellenic Wide; 


113, 118—Craw Clarendon; 123—Clipbook; 130—Tempo Bold; 132—Karnak Black. 





independent criticism that stand- 
ards of production can be raised, 
that buyers of films can become 
more aware of the problems and the 
hazards of film production, that new 
ideas and new techniques can cir- 
culate. 

Last November, we took another 
step forward with the introduction 
of polyethylene wrappers. Many 
readers, of course, have never seen 
this new mailing technique, for only 
the person who first receives an is- 
sue sees how it is wrapped, and this 
is often a mailroom clerk. But those 
who have seen it have responded in 
unprecedented numbers and with 
unprecedented enthusiasm. 

In the future, of course, there will 
be more changes. The new cover de- 
sign will begin to find its way into 
the pages of the magazine itself. 
Other new features are in the works, 
but we are always reluctant to talk 
about things until they are ready to 
roll. 

But our one objective remains 
constant: to help you do a better, 
more efficient job. To get you the 
ideas and the facts you need, and to 
stimulate you to new kinds of think- 
ing, to new creativity. And to do 
this in the most interesting manner 
possible, with the least investment 
of time on your part. 

And so, in the manner of the fa- 
miliar travelog, we say farewell, 
with a fond tear in the corner of our 
eye, to the name that has made us 
so many friends, and look forward 
to new adventures with a new name 
— ADVERTISING & SALES PROMOTION. 

During the coming months we 
hope you will keep in touch with us. 
We need your suggestions, your ad- 
vice, your questions. We need to 
know what you think of the changes 
and how you are using A&SP. Write 
us, wire us, telephone us, but keep 
us informed of your thinking. 44 


*These entries have been added or al- 
tered since “The AR Sales Promotion Al- 
manac for 1961.” 


APRIL 
Ad Woman Award 
Sponsored by Advertising Federation of 
America, 655 Madison Av., N.Y. Ad- 
vertising Woman of the Year is hon- 
ored for her contribution, over a period 
of years, to the prestige of all advertis- 
ing. 
Closes April 3 
Public Service in Advertising 
Sponsored by Advertising Federation of 








She’s producing 
justified composition 


(and she’s 
only an office 
typist!) 


Any office typist can produce justified composition with 
the Friden Justowriter. It works like this: 


First the operator types a rough proof of the copy on 
the Recording unit of the Justowriter. She types this at 
her normal typing speed. As she types, the Recorder 
automatically punches a coded paper tape that contains 
all the characters, numbers and spacing of the original 
copy, plus a special automatic justification code. To 
prepare the repro proof or direct image master plate, 
the operator inserts this tape and touches a key. The 
rest is automatic. 


The Reproducer retypes the copy automatically at 100 
words per minute, perfectly justified and error free. 
At the same time the operator types the next page of 
copy; thus there is practically noidletimeon either unit. 
There is no faster method of setting straight matter for 
reproduction, and none cheaper. 


Ask your local Friden Man to estimate acomposition job 
for you on the Justowriter. You’ll be amazed at the 
savings. Or write direct: Friden, Inc., San Leandro, 
California. 


© 1961 Friven, inc 


Kriden 


This advertisement was set 
on the Justowriter in 10 point 
Booktype, reduced to size. 


| SALES, SERVICE, INSTRUCTION THROUGHOUT U.S. AND WORLD 
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America, 655 Madison Av., N. Y. 21. 
Unusually valuable and significant con- 
tributions in a life-time of advertising 
and public service. 


Closes April 21 


*Advertising Hall of Fame 
Sponsored by Advertising Federation of 
America, 655 Madison Av. N. Y. 21. 
Men and women, deceased at least two 
years, for special contributions to the 
advancement and upbuilding of the in- 
dustry. 


MAY 


AFA Achievement Awards 
Sponsored by Advertising Federation of 
America, 655 Madison Av., N.Y. Mem- 
ber clubs of the Federation on basis of 
scope and importance of club projects. 
Closes May (tentative) 


Closes April 21 


*Specialty Awards 


Sponsored by Advertising Specialty 
Natl. Assn., 1145 19th St. NW, Wash- 
ington. Outstanding use of specialties in 
business promotion. 


Closes May 1 


IDI Design Awards 


Sponsored by Industrial Designers’ In- 
stitute, 441 Madison Av., New York 22. 
Best industrial designs of the year. 


Closes May (tentative) 


JUNE 


Annual Reports 
Sponsored by Financial World, 17 Bat- 
tery Place, New York 4. Best annual re- 
ports of the year; submit 4 copies. 
Cleses June 1 


Coming 


Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 
“These entries have been added or altered 


since “The AR Sales Promotion Almanac 
for 1961.” 


APRIL 


10-12 . . . American Management Assn.., 
(1515 Broadway, N. Y. 36), Packaging 
Conf., McCormick Place, Chicago 
*10-13 . . . National Premium Buyers 
Exposition, (28 E. Jackson Blvd., Chi- 
cago 4), Navy Pier, Chicago 

10-14 . . . American Management Assn.. 
(1515 Broadway, N. Y. 36), Product & 
Brand Mgmt. Course, LaSalle, Chicago 


*17-19 .. . Intl. Assn. of Electrotypers & 
Stereotypers, (1058 Leader Blidg., Cleve- 
land 14), Hilton, Pittsburgh 


*17-21 . . . Business Equipment Exposi- 
tion, Coliseum, N. Y. 


*19-22 . . . American Film Festival, 
(Educational Film Library Assn., 250 W. 
57th St., New York 19), Barbizon-Plaza, 
a Es 

20-21 . . . Society of the Plastics Indus- 
try Inc., (250 Park Av., N. Y. 17), 18th 
annual SPI Western Section Conf., del 
Coronado, Cal. 


20-22 .. . American Assn. of Advertising 


Agencies, (420 Lexington Av., N. Y. 17), 
Greenbrier, White Sulphur Springs, W. 
Va. 

*24-27 .. . Industrial Audio-Visual Assn. 
(Box 656 Old P.O. Annex, Chicago 90) 
Edgewater Beach, Chicago 


25-27 . . . Sales Promotion Executives 
Assn., (389 5th Av., N. Y. 16), Benjamin 
Franklin, Philadelphia 


27-May 1... Natl. Art Materials Trade 
Assn., (360 N. Michigan Av., Chicago 1), 


Biltmore, Los Angeles 


*30-May 5... Lithographers & Printers 
Natl. Assn. (1025 Conn. Av. NW, Wash- 


ington), Arizona Biltmore, Phoenix 


April . . . Natl. Photographic Show (350 
Lexington Av., N. Y. 16), Coliseum, N. Y. 


MAY 


*3-13 . . . Sth U. S. World Trade Fair, 
Coliseum, N. Y. 


*4 ... American TV Commercials Fes- 
tival (40 E. 49th St., N. Y. 17), Roosevelt, 
N. Y. 


*7-12 .. . Society Motion Picture & Tele- 
vision Engineers, (55 W. 42nd St., N.Y.) 
King Edward Sheraton, Toronto, Can. 


*8-10 . . . Assn. of Railroad Advertising 
Managers, Royal Orleans, New Orleans 


8-10 . . . Office Equipment Machinery 
Exposition, (Willow Grove, Pa.), Kiel 
Aud., St. Louis. 


8-12 . . . Society of Photographic Scien- 
tists & Engineers, (Colorfax Lab., Silver 
Spring, Md.), N.Y. 


9-12 . . . Intl. Council of Industrial Edi- 
tors, (2108 Braewick Circle, Akron 13), 


Sheraton-Towers, Chicago 


*14-17 . . . Natl. Sales Execs. (630 3d 
Av., N. Y. 17), 26th Intl. Distribution 
Congress, Fairmont, San Francisco 


*15-27 ... Intl. TV Festival (% Mark 
Associates Intl., 501 Madison Av., N. Y. 
22), Montreux, Switzerland 


16-19 . . . Catholic Press Assn. (6 E. 


39th St., N. Y. 16), Vancouver, Vancouver, 
m. €. 


*17-19 .. . Point-of-Purchase Advertising 
Inst. (11 W. 42, N.Y. 36), national mem- 
bers meeting, Royal Orleans, New Orleans 


*18-20 . . . Intl. Typographic Composi- 
tion Assn., (303 Wash. Bldg., Wash. 5) 


Spring Conference, Radisson, Minneapolis 


22-24 .. . Research and Engineering 
Council, Graphic Arts Industry, (5728 
Connecticut Av., NW, Washington 15), 
Ft. Des Moines, Des Moines, Iowa 


*22-26 . . . Society of Photographic Sci- 
entists & Engineers (Box 1609, Main P.O., 
Wash.) Arlington, Binghamton, N. Y. 


*23-24 ... . Natl. Visual Presentation 
{ssn. (19 W. 44th St., N.Y.) Roosevelt, 
N.Y. 

28-June 1. . . Advertising Federation of 
America, (250 W. 57 St., N. Y. 19), Sher- 
aton-Park, Washington 


JUNE 


5-9 . . . Society of the Plastics Industry 
Inc., (250 Park Av., N. Y. 17), Nat'l 
Plastics Exposition and SPI Plastics Conj., 
Commodore and Coliseum, N. Y. 


*12-14 . . . Technical Assn. of the Graph- 
ic Arts (Box 3064, Federal Sta., Rochester 
4, N. Y.), Deshler-Hilton, Columbus 





Purple Finch (Fringilla Purpurea) 
drawn from nature by J. J. Audubon (1785-1851) 


Reproduced from a color transparency 
...on 70 |b. Finch Offset. 


} 


iY | Ricci beauty of the Purple Finch is captured 
on a remarkable paper... FINCH OFFSET 


TO PROVE THAT FINCH OFFSET GIVES YOU MORE FOR YOUR MONEY. 
Turn the page to read what Finch Offset can do for you 





the 
Purple Finch 


reprod uction 


demonstrates that FINCH OFFSET 
has quality to spare for your 

everyday purposes. . . such as 

direct mail pieces, booklets and 

folders in one or more colors. 

Yet FINCH OFFSET offers substantial 
savings in cost. Why pay more for 
comparable results? Get FINCH OFFSET’S 
superior qualities of finish, 

formation and press performance 

and save money too. See your 

paper merchant now for samples 

and specifications. 


FREE full color reprints of 


the Purple Finch are available. 
Write to Finch, Pruyn & Company, 
Glen St., Glens Falls, N.Y. 


These Fine Paper Merchants 


; ¢ : AND COMPANY. INC.. GLENS FALLS. N.Y 
Distribute Finch Offset 


John Carter & Co., Inc. Springfield 
— Company Birmingham Carter Rice Storrs & Bement Worcester 


The Millcraft Paper Company Akron 
Partin Paper Company Mobile The J. C. Campbell Paper Co. Worcester The Chatfield Paper Corp. Cincinnati 


The Whitaker Paper Company Cincinnati 
CALIFORNIA MICHIGAN 


OHIO 


Conrad Obie Paper Compony Detroit The Millcraft Paper ——- — 

entra io Paper a , ; 

Kelly Paper Company Los Angeles Service Paper Co Detroit pene One tener Company “Dayton 

K. L. Moses Los Angeles Central Michigan Paper Co Grand Rapids The Whitaker Paper Company Deytea 

CONNECTICUT Triquet Paper Company Lansing The Millcroft Paper Company Toledo 
; : Paper Merchants, Inc. Toledo 

George W. Millar & Co., Inc yo ee! MINNESOTA 

Carter Rice Storrs & Bement East Hartfor: Minnesota Paper & Cordage Co. Minneapolis PENNSYLVANIA 

John Carter & Co., Inc East Hartford Inter-City P Cc St. Paul - 

Carter Rice Storrs & Bement New Haven a - oe Gate ieee ites Co. aioe 

MISSOURI ; = 

eeormnee 62 cuumama | Carpenter Paper Company Kansas City tS 

The Whitaker Paper Co Washington Tobey Fine Papers, Inc Kansas City Wil Walter-Furl P Co Philadelphi 

Wilcox-Walter-Furlong Paper Co. Washington Tobey Fine Papers, Inc St. Lovis The Whiteher Paper’ ee o. Pirckonuh 

FLORIDA NEBRASKA Megargee Brothers, Inc. Scranton 

Jacksonville Paper Company Jacksonville Carpenter Paper Company Omaha Wilcox-Walter-Furiong Paper Co. Scranton 

Everglade Paper Company Miami Western Paper Company Omoha Mudge Paper Company York 

Central Paper Company Orlando 


Capitol Paper Company Tallahassee NEW HAMPSHIRE RHODE ISLAND 

Tampa Paper Company Tampa John Carter & Co., Inc Concord The J. C. Campbell Paper Co. Pawtucket 
C. M. Rice Paper Company Concord Carter Rice Storrs & Bement Pawtucket 

GEORGIA The J. C. Campbell Paper Co Manchester John Carter & Co., Inc. Providence 

Sloan Paper Company Atlanta 


ILLINOIS — _, nee ete SOUTH CAROLINA 
Berkshire Papers, Inc Chi ° entra: Foper Sompany Epes-Fitrgerald Paper Company Columbia 
Bradner Smith & Company Chicove Central Paper Compeny Trenton 


Empire Paper Compan Chicago TENNESSEE 
Midland ae Co —— Cian —~ ee c Alba Sloan Paper Company Chattanooga 
Reliable Paper Co Chicago 4 —_ aper Sor. ~ my Southland Paper Co. Memphis 
Binghamton Paper Co., Inc Binghamton Clements Paper Company Nashville 
INDIANA The a © Sey Company — 
The Millcraft Paper Company Fort Wayne Horwitz Grothers a TEXAS 
Central Ohio Paper Company Indianapolis Lolend Paper Company Glens Falls Clampitt Paper Company Dallas 
McCollum Paper Compeny” _Indianepali yy yt Clompit Paper Compery Fort Worth 
IOWA H. P. Andrews Paper Company New York City er wee 7 aoe San io 
Western Newspaper Union Des Moines Baldwin Paper Company, Inc. New York City pe pany 
Beekman Paper Co., Inc. New York City 
LOUISIANA Bulkley Dunton & Co., Inc New York City VIRGINIA 
2 3 ee eS 
inde-Lathrop Paper Co., Inc. lew Yo i 
MAINE Marquardt & Company New York City Epes-Fitzgerald Paper Company Richmond 
Carter Rice Storrs & Bement Augusta Millbrand Paper Co. New York City 
C. M. Rice Paper Company Portland Reinhold-Gould, Inc. New York City WASHINGTON 
MARYLAND Ris Paper Company, Inc New York City Kaplan Paper Company Seattle 
Mudge Paper Company Boltimere Schlosser Paper Corporation New York City 
The Whitaker Paper Company Seditasnen The Whitoker Paper Company New York City WEST VIRGINIA 


Fine Papers, Inc Rochester Copco Papers, Inc. Charleston 
MASSACHUSETTS J & F. B. Garrett Company Syracuse 

Carter Rice Storrs & Bement Boston The Alling & Cory Company Utice WISCONSIN 

John Carter & Co., Inc Boston The Bover Paper Company Milwaukee 
The J. C. Campbell Paper Co Brockton NORTH CAROLINA 

Judd Paper Company Holyoke Caskie Paper Co., Inc Charlotte CANADA 

Carter Rice Storrs & Bement Springfield Epes-Fitzgerald Paper Company Raleigh The Kruger Paper Co., itd. Montreal 


A to Z Paper Company New Orleans 





18-24 . . . Intl. Design Conf. in Aspen, 
(Burton Cherry & Associates, 1020 Rush 
St., Chicago 11), Jerome, Aspen, Colo. 


19-21 . . . American Marketing Assn., 
(27 E. Monroe St., Chicago), Ambassador, 
Los Angeles 


24-26 (tentative) .. . MASA Intl. Con- 
ference, (Mail Adv. Service Assn., 622 5th 
St., NW, Washington 1) Deauville, France 


25-29 . . . Natl. Assn. of Display Indus- 
tries, (Hotel Governor Clinton, 3lst at 
7th, N. Y.), Conrad Hilton, Chicago 


*25-29 . . . American Academy of Ad- 
vertising (% Babson Inst., Babson Park. 
Mass.), Univ. of Washington, Seattle 


“Changed since “AR Sales Promotion 
Almanac for 1961” 


July 1-Sept. 30 
Vature’s Life . . . sponsored by Ameri- 
can Dairy Assn., 20 N. Wacker Dr., 
Chicago 

July 1-Aug. 31 
Pickles for Picnics Time . . . sponsored 
by Natl. Pickle Packers Assn., 202 S. 
Marion St., Oak Park, Ill. 

July 1-31 


National Picnic Month . . . sponsored 
by American Bakers Assn., 20 N. Wacker 
Dr., Chicago 
Drink More Buttermilk Month 
sponsored by American Dairy Assn., 20 
N. Wacker Dr., Chicago 
Rye Bread Sales Month . . . sponsored 
by Natl. Bread Sales Month, 111 N. 
Marion St., Oak Park, Il. 
Cheese Sandwich Time . . . sponsored 
by American Dairy Assn., 20 N. Wacker 
Dr., Chicago 
Kraut Salad Season . . . sponsored by 
Natl. Kraut Packers Assn., 202 S. 
Marion, Oak Park, Ill. 
National Hot Dog Month . . . sponsored 
by Natl. Hot Dog Council, 188 W. 
Randolph, Chicago 

July 2-8 
National Safe Boating Week .. . spon- 
sored by Natl. Safe Boating Week Com- 
mittee, c/o Commandant (OA), US. 
Coast Guard, Washington 25 

July 4 
Independence Day 

July 23-29 
National Farm Safety Week . . . spon- 
sored by Natl. Safety Council, 425 N. 
Michigan Av., Chicago 11; U.S. Dept. 
of Agriculture, Washington 25 

July 25-31 
Inventors Week . . . sponsored by United 
Inventors & Scientists of America, 271244 
W. 7th St., Los Angeles 57 

July 28 
Joseph Lee Day . . . sponsored by the 


Natl. Recreation Assn., 8 W. 8th St., 
N. Y. 11 





Folio Medium Extended with 


Extended with Italic 


lio Medium Extended 


xtended with Italic 
ium Extended & 


with Italic 
ith Italic 


edium 


nded 
Folio! 


roman, 8 to 66 point. 


italic 16,18,36 and 42 point, available now. 
For full information write to: 


BAUER ALPHABETS, INC. 
305 East 45th Street, New York 17, N.Y. 


Murray Hill 6-1761-2-3 








AMETCO VIRGIN-VINYL 


3-RING BINDERS 
AS LOW ASB AL ww sors oF 1000 


An AMETCO quality binder with individually- 
designed cover will magnify the effectiveness of 
your sales catalogs, presentations, sample books, 
price manuals or sales-promotion literature. 
Write for free literature, including quantity 
prices, styles, colors. 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenve ¢ Pittsburgh 19, Pa. 


Typical binder, prepared for leading corporation. 
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Call out your brand name to 
vast, new audiences with Thilco 
TRADEMARKED Protective Papers 


For just a few pennies more than plain 
papers, you can have Thilco’s Protective 
Papers PRINT-DECORATED to advertise 
your brand name wherever your products 
travel. Actually, you double the value of 
your protective wrappers because they 
become eloquent traveling salesmen, 
building prestige and recognition for 
your company while increasing the eye- 
appeal of your products. For further 
benefits, Thilco PRINT-DECORATED Pro- 
tective Papers can include product model 
identification and code information to 
simplify inventory. The space is free, 
imprint cost is negligible, profits are 
unmeasurable. Let your packages 
“Speak” for you by using Thilco PRINT- , 
DECORATED Protective Papers. Write for 
complete details, today! 


Jones & Laughlin Steel Co. takes full 
advantage of Thilco Trademark deco- 
rated heavy-duty wrappers on their coils 
and sheets. Thilco Protective Papers are 
made to your most exacting requirements 
and can be furnished in sheets, rolls, 
pre-cut sheeted rolls and bags. 


THILCO PAPERS INCLUDE: 


Asphalted Waterproof Barriers, 
Woxed Moisture-Vapor Barri- 
ers, Non-Staining Resin Lam- 
inates, Polyethylene Treated 
Papers, Glassines and Grease- 
proofs, and Specialty Krofts 
and Bags. 


Write for free Sample Kit 


eee VAL ob 


NEW YORK * CHICAGO * DETROIT * BOSTON 
PHILADELPHIA * CINCINNATI * KANSAS CITY 
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READERS 


A Toast To Toastmasters 


e Your article “How to be Popular” 
(see AR, Dec., p 23) offers many 
benefits to many a bumbling adver- 
tising man whose good ideas get 
buried under his poor delivery. 

But I have discovered that read- 
ing about improvement very rarely 
does much good. What is really 
needed is the opportunity to prac- 
tice and to be evaluated on one’s 
faults and virtues. I would suggest 
that any of your interested readers 
contact his local Toastmaster club. 

There is one or more of these 
clubs in every sizable city in the 
United States. It offers everyone of 
its members a course in speech im- 
provment, which follows a definite 
manual of action and each speech is 
evaluated by his fellow members. 
Over the course of a year a man 
gets a tremendous opportunity to 
improve himself through his own 
application and constructive criti- 
cism. 

You might tell your readers that 
they can get all the information 
about this organization from its 
headquarters, Toastmasters, Intl, 
Santa Ana, Cal. 

Georce FrrreRMAN 

Sabin House Inc., New York 


(Having seen Toastmaster Clubs in 
action, we agree with Mr. Fitter- 
man. It’s a good place to warm-up 
before breaking the ice at the 
speaker’s table . . . Ed.) 


On Reply Cards 


® Do you have any figures available 
on the percentage of replies to be 
expected when seeking information 
from a company-built mailing list? 

We manufacture equipment that is 
used in such fields as municipal 
water and sewage treatment, food, 
paper, power, chemical processing 
and public utilities industries. Four 
times a year, we mail our 16-page 
house organ to about 26,000 in these 
fields — a list built of customers 
and prospects. 

In our most recent issue, we in- 
cluded a tear-out prepaid reply card. 
On it, we sought comments on our 
publication and requests for addi- 
tions to or deletions from our list. 

We have found requests for addi- 


tion and deletion have been numer- 
ically almost identical. Is this typi- 
cal? And what percentage of replies 
from the total mailing would be 
considered good, average, or poor? 
Would these inquiry cards have 
been more or less effective if mailed 
separately, simultaneously with the 
house organ? What would be the 
comparable results had we tipped- 
in the cards, or inserted them loose 
into the house organ? And can we 
statistically apply a 5% return with 
accuracy? 
P. WuLFF 
Advertising Dept., Wallace & Tier- 
nan Inc., 25 Main St., Belleville, 
N.J. 


(We don’t have any exact figures. 
Perhaps someone else knows. . 
Ed.) 


Agency Charges 


e I'd like to take this opportunity 
to congratulate David Ogilvy (see 
Ad Age, Nov. 21, p. 1) for having 
the courage to take the first really 
big step forward in agency-client 
relationships since the birth of our 
industry. 

If advertising as an industry is to 
achieve its true professional status 
it must come out from _ behind 
media’s compensation coat tails. It 
must insist upon, and get paid for, 
the services it performs for the 
client, and owe no other allegiance. 
Delehanty, Kurnit & Geller, being 
a younger and smaller organization, 
is perhaps more conscious of the 
need for this approach than the 
larger shops. I’d like to quote from 
a portion of a proposal we submitted 
to a prospective account over a year 
ago. 


Because of our desire to serve your 
account in depth — more as a mar- 
keting agency than just as an ad- 
ertising agency — standard agency 
compensation schedules are not 
particularly in order. In fact, it is 
our desire to rebate all commissions 
from space advertising contracted 
on your behalf, reducing the gross 
cost of the service fee proposed 
below. It would also indicate our 
desire to serve — first and fore- 
most — your best interest, and not 
those of media publishers. 


Unfortunately the client reaction 
was “Where do you get off charg- 





PRODUCTION MANAGERS... 
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600 miles long. In this jet age, the United States is only “six hours’ wide. Emery Air Freight gives 
same day or overnight delivery anywhere in the country. That’s why more and more production managers 
are using the speed and reliability of Emery to gain extra time for production of engravings, clectros, and 
inserts to meet tight closing dates. Also, Emery’s nationwide coverage means promotion material can be 
distributed simultaneously to dealers all over the country to tie in with national promotion plans. Find 
out how much faster Emery can deliver for you by calling your local Emery man, or write. . . 


Sa EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 





PROPERLY — DON'T 
(GUESS OR SPECULATE! 


The total effectiveness 
of your Direct Mail 
campaign — in dollars 
and cents — will be re- 
flected by the type 
and quality of the lists 
you choose. 


And those who are ac- 
quainted with mailing 
lists know that year 
after year acceptance 
of lists does not come 
by pure chance. Ac- 
cepted lists, like those 
built and maintained 
by McGraw-Hill, hold 
their top-ranking 
places by results 
alone. 


To get full information 
on the most accurate 
and up-to-date indus- 
trial mailing lists avail- 


able anywhere, write 
to: 


rece Weta 
Me 
DIVISION 
330 West 42nd St. 
New York 36,N.Y. 
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ing a fee? Our present agency 
doesn’t charge us anything.” This, 
from the vice president of a sub- 
stantial industrial firm with a $100,- 
000 media budget confined to trade 
publications, and no collateral pro- 
grams. He couldn’t be convinced 
how really expensive his current 
agency was since it was just doing 
only a part of the job that needed 
doing. 

As an industry, we can never 
achieve true professional status un- 
til such time as the advertiser uses, 
and pays for, the agencies’ services 
in depth, and the agencies gear up 
to provide these services without 
the need to measure them against 
media commissions. 

SHEPARD KURNIT 

Executive Vice President, Del- 

ehanty, Kurnit & Geller, New 

York 


Quick Look Comment 


e I have just received my copy of 
your January, 1961 issue and have- 
n’t yet had time to read it. How- 
ever, leafing through the pages and 
going over the table of contents, I 
was impressed by: 

a) the wide range of 
covered 

b) the attractive make-up 
c) the “interesting” look of the ads 
and inserts. 

I'm sure that when I do get 
around to reading it, I'll get a lot of 
information and satisfaction from 
both the editorial contents and the 
ads — I always do. But by then Ill 
probably forget to write and tell 
you how much I enjoyed it. 

In my book, ApbvertisInc ReE- 
QUIREMENTs is tops for a_hard- 
working, down-to-earth presenta- 
tion of advertising and promotion 
ideas . . . Congratulations! 

HERMAN H. MAURER 

Production Manager, Harris D. 

McKinney, Philadelphia 


subjects 


Sales Promotion Money 


e There should be no need for con- 
fusion in using the correct terms 
coins, tokens, and medals as brought 
out in your article. (see AR, Jan. 
p. 81). 

A “coin” is a metal object stamped 
by a government and has a de- 
nomination. 

A “token” has a denomination but 
is not issued by a government. 

A “medal” can be issued by any- 
one, and has no denomination. 

The majority of items issued for 
private companies, therefore, are 
generally considered to be medals 


by the people who end up collecting 
the stuff — the numismatists. 
D. WayNE JOHNSON 
Editor & Advertising Manager, 
Coin World, Sidney, Ohio 


e There was something in the coin 
article (see AR, Jan. p. 81) with 
which I did not agree entirely and 
that was the statement that the 
most popular sizes are 1”, 1-3/16” 
and 114” diameters. These are the 
sizes which one of our competitors 
considers most popular, but our ex- 
perience has been that the 136” 
diameter is the most popular. I sup- 
pose it depends upon what sizes you 
have available and upon the prices 
of these particular sizes. 

Also, if you should run this article 
again or a similar article again at a 
later date, I would appreciate it if 
mention could be made of the fact 
that the use of aluminum coins in 
a mailing promotion results in a 
saving of postage costs in some in- 
stances. 

Bos RIDER 

Sales Manager, Specialty Div., 

Leyse Aluminum Co., Kewaunee, 

Wis. 


(In this field, as in many others, 
there is not always universal agree- 
ment on what is the majority opin- 
ion. You pays yer money and you 
takes yer choice. We call ’em as we 
see ’em and hope to please most of 
the people most of the time. We re- 
fuse to get into a squabble over 
1/16 of an inch ... Ed.) 


Reverse Plates 


e It was good to see you strike a 
blow against reverse plates. (See 
AR, Feb. p. 3). 

I’ve been trying to keep artists 
from using them for years due to 
the illegibility of reverse lettering. 
And it’s amazing — the February 
issue of ADVERTISING REQUIREMENTS 
is literally crammed with ads using 
reverse lettering. Much of it is hard 
to read. Maybe some day people 
will get the idea! 

FRANKLIN W. BarTLE 

Advertising Manager, Permacel, 

New Brunswick, N.J. 


New Wrapper News 


e I am a little disappointed in the 
editorial following “AR’s New 
Wrap.” (See AR, Feb. p. 16) 

For many years, we have been 
active in the publication wrapper 
field supplying wrappers for such 
books as Sears, Spiegels, Fortune, 





another first for AIC O°! 


THE NEW 
“RIP-PROOF™ INDEX 
THAT MAKES 
ALL OTHERS 
OBSOLETE 


tabbed with DU PONT’S 


Examine the Mylar index tab. FLEX /7 
and watch it spring back to position. 
[RY 10 TEAR (7, and be surprised at 
its remarkable strength. FEEL ITS THINNESS, 
and imagine how it will reduce the bulk of 
indexed catalogs or sales manuals. This 
is the first index ever to be tabbed with 
Mylar... the AICO “Rip-Proof” Index! 





1957... AICO* INTRODUCED “RIP-PROOF” . 


MYLAR REINFORCING AND MADE 


ALL OTHER TYPES OF REINFORCEMENT 
OBSOLETE 


NOW ANOTHER AICO’ FIRST! 


A “‘*RIP-PROOF’’* INDEX TAB THAT 
WILL REVOLUTIONIZE INDEXING! 


$$ 


50 times stronger! The AICO “‘Rip-Proof’ Mylar tab 
has amazing strength—more than 50 times stronger than 
any plastic tab now in use. Means years more wear! 


40% less bulk! This remarkably-thin index tab has only 
60% of the bulk of now-obsolete plastic tabs. This new 
‘‘slim look’”’ makes indexed catalogs, reports, manuals and 
presentations look neater... does away with the bulky appear- 
ance they use to have. Ring books can hold more pages, too! 


Tougher beyond our measure! These tabs won't 
break or crack as plastic tabs do. Mylar is so tough we 
could not measure its cracking point! 


Be sure you say “AICO® Rip-Proof’® the next time you order indexes! 


Tear out this sheet for your information file. For samples write to the closest 
AICO plant listed below: 


AICO° G. J. AIGNER COMPANY 


426 S. Clinton Street 333 Cactus Drive 
Chicago 7, Illinois Oxnard, California 44-16 23rd Street 
Long Island City, New York 


Aigner Index Company 


©) GJ. A. 196) No. RP-61 Printed in U.S.A. 





etc. About a year ago, we started 
developing the method of mailing 
books in polyethylene and through 
the fine efforts of your printer, 
Wayside Press, together with the 
cooperation of the United States 
Post Office, we developed a satis- 
factory method. 

This was rather a painstaking or- 
deal and required working quite 
closely with ink manufacturers as 
well as undergoing months of test- 
ing. Our previous activity in the 
polyethylene field led us to the 
Mehl Manufacturing Co., whose 
machines we had previously sold. 
It was determined that their ma- 
chine could be adapted to publica- 
tion wrapping. This method was 
purely a result of our efforts and 
in no way the product of Mehl 
Manufacturing Co. 

As a result of this development, 
we have established in our plant 
complete packaging and mailing fa- 
cilities which enable us to handle 
a job of virtually any size. Inasmuch 
as this has been our creation, we 
feel that a little more recognition 
should be given to us. The manu- 
facturer of the machine, in this case, 
happens to be merely an accessory 
after the fact; he in no way is 
responsible for the development. On 
the other hand Wayside Press was 
very active in our project and a 
large measure of credit should be 
given to them. 

In view of the above, I am sure 
you can understand our reason for 
concern. You mention in your col- 
lumn that part of the cost was 
absorbed by the polyethylene sup- 
plier, which was Schwarz Paper 
Co. 

AnpREW J. McKEenNA 

Schwarz Paper Co., 1400 S. Canal 

St., Chicago 7. 


Agency Production 


e Could you please send us a list 
of books which you would recom- 
mend concerning advertising agency 
production? 
Thanks for any help you can give 
me on this. 
FRANKLIN H. CALSMER 
Research & Media Director, M.W. 
Hartung and Associates, New 
Holland, Pa. 


(List on the way. For others in- 
terested in this same problem, we'd 
suggest Hymes’ “Production in Ad- 
vertising and the Graphic Arts,” 
Henry Holt & Co; Stanley’s “The 
Technique of Advertising Produc- 
tion,” Prentice-Hall; Melcher & 
Larrick’s “Printing & Promotion 
Handbook,” McGraw-Hill . . . Ed.) 





Fresh 
Stimulating 
Idea Filled 


YOURS 
FOR THE 
ASKING 


WRITE FOR 
IT TODAY! 


FOR THE FIRST TIME, SEE and READ ABOUT... 


@ THE NEW HOLLYWOOD Pat- 
ented SWAG BANNERS—The First 
Real Innovation In Banner Advertising 
In 20 years! POPAI AWARD 
WINNER! 

@ Another NEW FIRST the HOLLY- 
WOOD SHOWBOOTH ... The 10 


Foot Booth You Carry In A Suitcase! 
® Fresh New Concepts in OUT- 
DOOR BANNERS! More Styles. . 
More Varieties than Ever Before! 

@ Illustrates 30 Different Styles of 
BANNERS, and 15 New Patterns of 
LOGO DRAPES... 


HOLLYWOOD BANNERS fkcicn%: 


ORegon 9-4790 


New Low Prices for 
EKTACOLOR PRINTS 


4x 5or 


Quantity Smaller 


5x7 


1 $ 3.00 ea. 
1.00 ea. 

90 ea. 

75 ea. 

70 ea. 


100 or more -55 ea. 


$ 4.00 ea. 
1.50 ea. 
1.00 ea. 
-90 ea. 
75 ea. 
70 ea. 


8x10 11x 14 16 x 20 


$ 7.50 ea. 
2.50 ea. 
1.85 ea. 
1.65 ea. 
1.50 ea. 
1.35 ea. 


$12.50 ea. 
6.00 ea. 
5.50 ea. 
4.50 ea. 
4.00 ea. 
3.25 ea. 


$25.00 ea. 
20.00 ea. 
15.00 os. 
10.00 ea. 
7.00 ea. 
6.00 ea. 


Because of the rocketing trade-acceptance of Ektacolor 
prints, Quantity Photo has expanded its color facilities ... 
drastically reducing production costs. These cost savings, as 
much as 20% for some sizes, are being passed on to you in 


the new price lists 


Ektacolor color prints are the 


most versatile weapon in the sales promotion arsenal. If 
you aren’t familiar with them, write today for your free 
sample of a full color Ektacolor print. 


119 WEST HUBBARD st./CHICAGO 10, ILL. 
SUPERIOR 7-8288 
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Created and designed 
for Calvert Distillers 


Ronzoni-Phil Silvers Pro- * Amoco Station Appearance 
motion of Sponsorship Promotion for Dealers 


68 Brook Ave., North Plainfield, N. J. 


Please send FREE brochure including suggestions 


on how to design a Promotional Trophy. 
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WHAT'S NEW 
IN SALES 
PROMOTION 


Key Speakers Listed 
for April SPEA Meeting 


The program for SPEA’s 4th na- 
tional convention, scheduled for 
Philadelphia’s Benjamin Franklin 
Hotel, April 25-27, is beginning to 
take shape. 

Based on a detailed survey of last 
year’s conference registrants, the 
program will have a high proportion 
of shirt-sleeve, work-shop sessions, 
concentrating on practical aid to the 
sales promotion executive. 

Among the formal speakers al- 
ready set are Dr. B. B. Goldner, La- 
Salle College, on “How to Apply 
Creative Techniques to Problem 
Solving and Planning”; Milton Mar- 
golis, v.p. Kenyon & Eckhardt, 
“How to Evaluate Promotion in the 
Field”; J. G. Hansen, asst. director, 
Merchandising Services, Johnson & 
Johnson, “Promotion to Motivate 
Retailers”; Hugh Gyllenhaal, Man- 
agement Development Associates, 
“Dynamics in Plans or Sales Meet- 
ings”; Earl A. Buckley, The Buck- 
ley Organization, “New Trends in 
Direct Mail.” 

Another highlight of the confer- 
ence will be the presentation of a 
plaque to the Sales Promotion Ex- 
ecutive of the Year. The selection is 
being made by SPEA’s Awards 
Committee, and will be presented 
by ADVERTISING REQUIREMENTS. 


Twin City Award 
Stewart K. Widdess, 
department store v.p., 
is named S.P. Exec. 

of the year. Chapter 
pres. Ken Erickson 
congratulates him. 


Registrations, at $75 for members, 
$95 for non-members, should be 
sent to convention headquarters at 
1212 Chestnut St., Philadelphia 7. 
$10 of the $95 can be applied to new 
membership dues. The early regis- 
tration rates of $65 and $85 expires 
March 25. This fee includes all ses- 
sions, luncheons and dinners. 4¢ 


Phoenix Elects 
Slate For 1961 


Steve Shannon, director of pro- 
motion, KPHO, has been elected 
president of the Phoenix chapter. 
Wally Westover, s.p. manager, TWA, 
1st vice president; Ralph Alden, s.p. 
manager, Arizona Public Service, 
2nd vice president; Bob White, 
sales development, Valley Natl. 
Bank, secretary; Norman Saville, 
Sales Development, treasurer, are 
the other officers for the coming 
year. 4¢ 


New York Told How Metal 
Gets in Department Stores 


It’s no easy job to convince de- 
partment stores that they can boost 
store traffic and sales by installing 
a permanent section featuring con- 
sumer products made of stainless 
steel, but this is exactly what In- 
ternational Nickel Co.’s promotion, 





“The Gleam of Stainless Steel,” has 
done. 

Inco’s third annual promotion was 
previewed at the SPEA New York 
chapter in February five days before 
the promotion was launched, by Inco 
ad manager Maurice J. Phillips. 

“The number of participating 
stores has risen from 32 in 1959 to 60 
last year and 61 this year,’ Mr. 
Phillips said. “This year’s total 
would be higher except for Inco’s 
policy of giving only one store in a 
marketing area exclusive rights to 
the promotion.” 

Results on this year’s promotion 
are not yet in, but last year store 
traffic for participants and _ their 
branches swelled 18% and sales 
jumped an average 34%. More than 
half of the participating stores have 
installed stainless steel departments. 

Initial credit for the promotion 
goes back to 1958 and the committee 
of stainless steel producers of the 
American Iron and Steel Institute. 
The committee helped Hudson’s in 
Detroit set up a section, which 
doubled Hudson’s sstainless_ sales 
within a year. 

Today the AISI loans training 
films to participating department 
stores, and sends Miss Stainless 
Steel (Gloria Wright) to various 
opening day ceremonies. 

“Contacts, repeated visits and tim- 
ing are the most important elements 
in the Inco promotion,” Mr. Phillips 
said. 

Eight men from Sales Communi- 
cations Inc. contact the department 
stores, with a flipchart whose ele- 
ments include suggested ads, win- 
dow and in-store displays, sales 
training plans and publicity sugges- 
tions. 

“The tricky job of coordinating 
the efforts of producers and product 
manufacturers is the job of Inco 
men, Frank Bailey handling pro- 
ducers and Weir Adamson working 
with the product manufacturers,” 
Mr. Phillips said. 44 





APRIL SPEA MEETINGS 

Brussels: Apr. 11, 11 am.; Galeries 
du Centre, Bloc II; M. G. Hanon— 
Promotion of Belgian exports. 

Chicago: Apr. 20, 6:30 p.m.; Chicago 
Federated Advertising Club, 36 S. 
Wabash 

Dallas-Ft. Worth: Apr. 10, 5:30 p.m.; 
Sammy’s Town House, 1516 Green- 
ville, Dallas 

Detroit: Apr. 20, 6:30 p.m.; Sheraton- 
Cadillac; Dorian St. Clair, v.p., 
Carling Brewing Co., Cleveland 

Milwaukee: Apr. 6, 6 p.m.; Knicker- 
bocker 

New York: Apr. 19, noon, Sheraton- 
East 

Philadelphia: Apr. 20, noon; Benjamin 

Franklin 











DRI-MARK 


DECALS 


I 


PY LA alae 


of-purchase 
decal signs... 


MEYERCORD ORI-MARK PRESSURE SENSITIVE 
DECALS AND TRANSFERABLE FILMS 
FOR THE POINT -OF-SALE 


HOW DRI-MARK HELPS “GET MORE 
SIGNS UP” AT THE POINT-OF-SALE 


The big news in Point-of-Purchase 
Decal Signs the past few seasons 
has been “pressure sensitive’. Send 
for the new Meyercord color bro- 
chure that shows how leading na- 
tional and regional advertisers at 
the Point-of-Purchase have been 
getting far more signs “up on loca- 
tion’’ since they’ve switched to 
DRI-MARK Pressure Sensitive De- 
cal and Transferable Film Signs. 


This new brochure explains why 
Fieldmen prefer DRI-MARK Pres- 


sure Sensitive waterless application 

. . why Retailers give these signs 
preference ... why Manufacturers 
applaud them. You'll see all this, 
plus the actual reproduction of the 
prime examples of outstanding 
current Point-of-Purchase Decal 
Sign successes! 


Be sure to ask for your copy to- 
day. No obligation. When you're 
ready to talk about Decal Signs for 
Point-of-Purchase, our representa- 
tive will be glad to assist you. 


Ask for your copy on your company letterhead, please! 


. . it’s yours without obligation . . 


. write today! 


the MEYERCORD co. 


Dept. E-207, 5323 West Lake Street, Chicago 44, Mlinois 
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REPRINTS 


to help you 


Please order reprints by number. Unless another price is given, each 
sells for 25c. In lots of 10 of any one reprint, the price is 20c each; lots 
of 50 or more, 1 5¢ each; lots of 100 or more, 121/2¢ each. 


New This Month 


325 Meet McCormick Place—by Robert B. Konikow 

Special features, facts, and figures on Chicago’s new exposition hal! 
326 Coins and Tokens—by Bette Macon 

An Advertisers Buying Guide tells how to use money to make money 


327 Pinpointing Promotion to a Specialized Target—by Stan Matthew 
Promotions tailored to the Negro market 


328 An External Is An Automatic Sclesman—by Alfred J. O'Brien Jr. 
How 0. S. Tyson uses house organs as a sales too! 


329 The Sales Promotion Man: A Self-Portrait—by Robert B. Konikow 
The SPEA Survey gives an accurate profile of the sales promotion man 


Advertising Specialties 


317 What Johnson's Wax Gives for Christmas — by William R. Gertler 
How one company gets full identification with Christmas specialties 
314 How an Agency Picks Specialities — by Carl S$. Averbach 
Esso offers its dealers a complete program of specialties 
307 A Basic Guide to Specialty Advertising 
What every adman should know about this medium — a Best of AR feature 
291 This is the Specialty Industry — by Robert 8. Konikow 


A guide to the buying of specialties 
283 How to Buy Your Business Christmas Gifts — by Robert B. Konikow 


A basic guide to the ethics and techniques of company gift-giving 


Art 


256 How to Buy Graphic Arts Materials — by Donald Davis 
A quide to help graphic arts buyers 
236 A Code of Ethics for Art 


The official code of ethical practices in buying art 


Reprint Editor, Advertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the reprints whose 
numbers are listed below. 


C] I enclose payment of 


(] Please bill me (for orders of more than $2) 
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Photography 


302 A Basic Guide for Better Advertising Photos 
How to work with photographers to get better photos more economically 
228 A New Guide to Color Photography — by Egon Berka 
A simple explanation of the many types of color film now available to admen 
175 How to Use Color Stats — by Ted Sanchagrin 
How admen are exploiting the many uses of full-color stats 
162 How to Crop Photos — by Vincent T. Tajiri 
Pointers for getting the most out of photographs for reproduction purposes 


Point-of-Purchase 


310 What Makes Good P.O.P. Advertising 
A Best of AR feature which covers the ena of this medium 
263 Why an Agency Opened its Own Supermarket 
— by Kenneth R. MacDonald 
The reasons behind the store run by Cunningham & Walsh 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 
A report on how 24,000 grocery stores use p.o.p. material 
253 How to Merchandise ROP Color — by Mark Cox 
How Wilson & Co. uses its full-color newspaper ads 
252 What's in the Future for Point-of-Purchase? — by Les Gallagher 
An adman reports the effects of the changing market place on p.o.p. 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
Money-saving ideas from a practical producer 


Premiums 


312 Do’s and Don'ts for Premium Buyers 
A Best of AR article gives practical suggestions to improve use of premiums 
295 What Lies Ahead for Premium Buyers — by James M. C. Tighe 
A survey of premium men foresees some changes in buying practices 
272 Overseas Premiums Can Add Glamour to your Promotion 
— by William S$. Roach 
Drop-shipping premiums from abroad has some advantages, but risks as well 
251 The Basic Premiums — by John M. Davidson 
A look at 50 years of premiums shows which have constant appeal 


Publicity & Promotion 


324 How to Use Traveling Girls for Promotion — by Al Bernsohn 
Here's how attractive young ladies can gather lots of publicity 
316 How Public Relations Can Increase Sales — by James B. Strenski 
A good p.r. program can make definite contributions to increased volume 
300 A Special Report on the 1960 Sales Promotion Conference (50c) 
The Sales Promotion Man — The Coming Man in Management — by Dick Brown 
How to Sell Sales Promotion to Management — by Stanley Arnold 
Sales Promotion — Part of Honeywell Management — by Robert B. Konikow 
Sales Promotion Sells More than Advertising — by Robert M. Graham 
How Sales Promotion Sells Supermarket Space — by Richard B. Dingfeider 
How Sales Promotion Selis Houses — by Walter J. Stroud 
How to Introduce a New Automobile — by Haviland F. Reves 
Oldsmobile serves as an example of one of industry’s most spectacular promotions 
How to Buy Your Business Christmas Gifts — by Robert B. Konikow 
A basic guide to the ethics and techniques of company gift-giving 
Report of the 1959 Sales Promotion Executives Assn. Conference 


(50c) 
Sales Promotion Comes of Age — by Dick Hodgson 
What is a Sales Promotion Executive — by Vernon C. Myers 
Sales Promotion in the Field — by Joe Norton 
Nine Ways to Get Sales Promotion Ideas — by Ferd Ziegler 
and other highlights from the convention program 
The Johnson Story (50c) 


Three articles examine the sales promotion activity of this leading manufacturer 
of outboard motors 
The Mayflower Story — by Edward L. Van Riper 
A public service program that turned out to be excellent public relations 
The Sales Promotion Executive of the Year 
About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
How to Get your Film Shown on TV — by Jim Atkins 
A news editor gives some practical advice on film preparation 
Barnyard ot the Waldorf — by Russel K. Crenshaw 
The story of Pfizer’s press show, which installed live animals in a hotel 
How Basketball Built o Company Name — by W. F. Walker 
An official of Vickers Petroleum tells how basketball built brand recognition 
How to Handle Relations with Radio, Television & Newsreels — 
by William G. Cox 
A guide to an effective publicity program for audio and visual media 
Getting the Most from Publicity Photos — by Leo Solomon 
Some practical hints on producing photographs that win space 





4-color illustration like this television transmission tower. Hammermill 
Offset has remarkable dimensional stability. Reason: Hammermill’s 


REGISTERS THE MESSAGE sing exch press run. i on your next ob 


When you want your job to register—and register accurately — put it on 
Hammermill Offset. To see why, just put your glass on this register mark 
and you'll see how Hammermill Offset handles a tough-to-reproduce 
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TV towers or TV sets, you'll print all those lights and 
shadows, all those dramatic contrasts when you use 


Hammermill Offset. Its closely knit fibers keep ink on the 
surface—precisely where the ink is needed to emphasize 
product details. Hammermill Offset’s glowing white provides 

the light reflectance you need to add depth and dimension. 
This insert printed by offset on substance 70, Wove finish on a 
42 x58 two-color press. Sheet size 42 x 58. Speed 3000 per hour. 
Deep etch plates. Hammermill Paper Company, Erie, Pennsylvania 
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for ADMEN 


e Posing For The Camera, by 
Harriett Shepard and Lenore 
Meyer, Hastings House, New York, 
184 pages, $6.95 . . . While this book 
is intended primarily as a profes- 
sional guide in producing better 
modeling and the photography of it, 
we cannot think of a single person 
who would not benefit by reading 
it. 

For, intermingled with practical 
advice on posing and/or directing 
a model, lies a wealth of philosophy 
on creativity as it applies to a pro- 
fessional person, plus a goldmine of 
information on placing a more 
poised, and if you like, posed phys- 
ical person before the eyes of your 
particular public. 

From the company president on 
the podium to the office shoulder 
slumper dragging his way through 
the day to the secretary at her desk 

. . all would benefit because of this 
book’s gentle probe into the phys- 
ical results from emotional attitudes 
and vice versa. 

For models, directors and/or 
photographers, “Posing for the 
Camera” is a sound study on mak- 
ing this difficult art easier and 
more photogenic. It is descriptively 
illustrated with sketches of each 
part of the body, as related to pos- 
ing, with accompanying copy thor- 
oughly covering each area. A great 
advantage to the reader is the 
book’s split personality which de- 
votes approximately half its con- 
tents to the beginner in this field 
and the other half to the more ac- 
complished professional. This latter 
audience will be particularly ap- 
preciative of the idea-starters in 
working up more creative poses 
when working before the camera. 

B.M. 


e Kodak Color Dataguide; Eastman 
Kodak Co., 40 pages, $4.95. . . This 
ingeniously designed book gives all 
the facts on Eastman’s color films, 
including exposing, processing and 
printing. In addition to the descrip- 
tive text, it is embellished with 
sample filters, a test color negative 
and a staniard print for you to use 
to compare your own work, and a 
couple of calculating devices to fig- 
ure out the correct combination of 
filters you need or the right time 
and exposure factors. 

If you are a casual photographer 
who lets his laboratory do the 


technical work, you don’t need this. 
But if you like to process and print 
your own color, this is an invaluable 
reference book. 

It might even be worth the pur- 
chase price to admire the imagina- 
tion which can be applied within 
the book form. It can be bought at 
photographic dealers. R.B.K. 


© Letter Reproduction, research re- 
port from the Direct Mail Advertis- 
ing Assn., 430 Park Av., New York, 
20 pages, $5 . . . At one time or an- 
other, nearly every adman sends 
out a “letter mailing,’—whether it 
be to a prospect list of 5,000 or a se- 
lect group of 50. For each letter, a 
method of reproduction must be se- 
lected; and the choice of process can 
prove to be as important as the 
choice of words. In some cases, a 
mimeographed letter can seem al- 
most insulting, and one that is ap- 
parently individually typewritten 
can be made to pay a subtle compli- 
ment to its recipient. 

To help its members make this 
crucial decision, DMAA, (with the 
cooperation of eight New York let- 
ter shops and mail service houses) 
has put together a sample book of 
reproduction processes. The booklet 
gives samples of personalized flat- 
bed, automatically typewritten, mul- 
tigraphed, triple-head (three-color) 
multigraphed, offset, direct image 
(typed directly on a paper offset 
plate) offset, facsimile handwritten, 
and mimeographed letters. Follow- 
ing each sample is a discussion of 
the special virtues of each method 
and the skills and equipment nec- 
essary for it. Equally important, 
recommendations are given for the 
sort of situation in which each might 
be used more effectively. Unfor- 
tunately, no real estimate of cost is 
given for each sample, except com- 
paratively—multigraph costs less 
than flat bed, automatically type- 
written letters are most expensive. 
Nevertheless as a helpful guide to 
choosing the “process for the pur- 
pose,” this litle book can be in- 
valuable. T.K.F. 


e Practical Handbook on Back-of- 
the-Book Publication Layout Prob- 
lems, Butler, Likeness, Kordek; 
Butler Typo-Design Research Cen- 
ter, Mendota, IIll., 88 pages, $4 

e Practical Handbook on Borders, 
Ornamentation and Boxes in Pub- 
lication Layout, Butler and Like- 
ness; Butler Typo-Design Research 
Center, Mendota, Ill., 104 pages, 
$4... More epistles from the sage 
of Mendota and his various asso- 
ciates on how to do more with type 





ACCEPT THIS 


typical monthly issue of the 


CLIP BOOK 
OF LINE ART 


as a Bonus Gift along with 
a Trial Subscription 


THREE CLIP BOOKS — 32 one-side 


5x8” pages—20 ready-to-paste proofs of 
“Sales” situations —14 art proofs of 


“Crowds” walking, cheering, etc. — 18 


“Announcers,” newsboys, town criers. 


EASY! CLIP & PASTE 


these art proofs just like type proofs! 
Qnality art improves low-budget paste- 
ups. Saves time and money in the bar- 
gain! Three brand new “Clip Books”— 
32 “Kromekote” pages with dozens 
of line drawings—released every month. 
Realistic, light humor, stylized, decora- 
tive art for offset, letterpress, silk screen 
printing. Also three 5x8 card indexes 
and 16-page “how-to” booklet each 
month. Only pennies a day—no extra 
reproduction fees. Typical issue, above, 
yours as a gift when you subscribe. 
Cancel anytime. Or return everything 
after 10-day examination without cost. 


RU a 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 1, NEW JERSEY 


Enter our subscription to the “Clip Book of 
Line Art” starting with the current monthly 
issue—and send us Sales, Crowds and An- 
nouncing as our bonus gift. | understand 
that we may stop service at any time, just 
by notifying you. Or that we may return 
everything within 10 days without cost or 
obligation. 


—] BILL QUARTERLY @ $23.85 
(J ANNUALLY @ $71.40 


SIGN . 


Please sign your name above, clip and attach to 
purchase order, letterhead or business card. 
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® For 1959, it Dietrich, Minneapo- 
lis-Honeywe 

® For 1960, SP lecting the recipient 
of the plaque presented by Adver- 
tising Requir at the 4th National 
Convention in Philadelphia 


WEE 8mm 8mm 


The 8mm Sound Projector 





in Sales Promotion 


An Advertisers Buying Guide examines the latest audio- 
visual aid to make its mark on sales promotion techniques, 
telling how the pioneers are using this projector, its advan- 
tages and disadvantages, and what equipment is available. 
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This peculiar hybrid of Broadway. Wall Street and Madison 
Avenue lends new excitement to sales promotion plans. Here 
are some guiding principles and how many companies have 


added spice to their programs. 


- and starting in May... 


we become Advertising & Sales Promotion 


(see Editor’s Notebook, page 6) 
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and art within the framework of 
publication layout. 

These works, seventh and eighth 
in a continuing series, are of prac- 
tical interest to publishers, editors, 
advertising managers, layout men 
and art directors. 

For the money, these, like others 
in the series, represent a good buy. 

E.S. 


® Honor Awards Handbook, by 
Milton L. Levy, Box 425, Berkeley, 
Cal., $7.50 . . . A directory of the 
many competitions in advertising 
and allied fields which shows pains- 
taking research in its preparation. 
As Mr. Levy says in his very honest 
introduction: “Contests and awards 
do not have to be listed or regis- 
tered with anyone or any place... 
and they are not. They come and go 
without notice.” 

And therein lies the value of this 
book. It is probably the only vol- 
ume of its kind in uncovering the 
wealth of awards available for work 
that is above par for its particular 
course. 

A loose-leaf, Multilith volume, 
“Honor Awards Handbook” is sim- 
ply produced, centering its attention 
on the information it offers. Three 
indexes list the competitions cov- 
ered; one by alphabetical order, the 
second by deadline and the third 
by media. 

Each competition is covered thor- 
oughly, listing not only the name, 
deadline and sponsor but complete 
judging rules, entry categories and 
form in which the entry should be 
submitted as well. 

All in all, Honor Awards Hand- 
book is a well-done, competent piece 
of work; one very much needed in 
this field. B.M. 


e Motion Pictures, by A. R. Fulton; 
University of Oklahoma Press, Nor- 
man, 320 pages, $5. . . This is a 
good history of the cinema, with 
the emphasis where you might ex- 
pect it from the subtitle: The de- 
velopment of an art from silent films 
to the age of television. It is told 
simply, without too much of the 
highly esthetic language that often 
makes this approach more rhapsodic 
than helpful. 

Mr. Fulton, a professor of Eng- 
lish at Purdue, has presented a 
readable introduction to the ele- 
ments that give the motion picture 
its special power. While he ignores 
almost completely the film designed 
for commercial sponsorship, wheth- 
er a direct advertising film, or an 
institutional promotion film, most 
of what he says about the peculiar 
characteristics of the cinema can 
easily be applied to this specialized 
branch of it. R.B.K. 





Executive Papers are properly pampered for perfect re- 
production on office duplicating equipment. You can 
choose from cotton fiber, sulphite, coated and uncoated 
papers — the right paper for the job, accurately cut and 
ready to run. Attractive new wraps keep Executive Papers 
crisp and clean, right down to the last efficient sheet. Order 
(and re-order!) from your Kimberly-Clark distributor. 


X BUSINESS IMPRESSIONS ON PAPERS BY KIMBERLY-CLARK 
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ST. LAWRENCE OFFSET... known for Strength, Stability, 
Opacity and all the important properties of a quality uncoated 
paper, not just one. 

ST. LAWRENCE OFFSET knows its way around a printing 
press: Lies flat; faithfully reflects even the softest art tones; 
excels at high speed; freezes color, tones and inks beautifully 
—on the surface... in every detail. 


ST. LAWRENCE OFFSET knows its way around a budget, 


too— especially on volume runs. Truly, an all-around performer 
...ONE versatile Newton Falls paper to provide ALL specific 


job needs. i 


330 WEST 42ND STREET, NEW YORK 36, NEW YORK 
MILL AT NEWTON FALLS, NEW YORK 





By Robert B. Konikow 
AR Managing Editor 


In sales promotion, as well as in 
design circles, the name of Abbott 
Laboratories is familiar and re- 
spected. Its standards are high, its 
taste has always been of the best. 

If you wanted to see an art direc- 
tor drool, you needed only to show 
him any of the issues of the com- 
pany’s brilliant external publication 
What’s New, or some of the imagina- 
tive mailing pieces sent to physi- 
cians. Even the fine artist recog- 
nized Abbott as a company whose 
attitude towards the arts set a pace 
that few others were able to match, 
even in the pharmaceutical field 
with its own high standards. 

Yet when it came to its corporate 
identity program, Abbott lagged be- 
hind the field. Or to be more ac- 
curate, its identity tended to merge 
with its competitors. Its pale blue, 
rather washed-out color, which was 
used throughout its extensive line, 
was almost identical to the color 
adopted by a number of other com- 
petitors. And its logotype, a some- 
what old-fashioned script in reverse 
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When a company as large as Abbott Laboratories, and as pro- 
gressive in its design approach, does a major overhauling of its 
trademark and packaging, it’s worth studying in some detail. 


in a lozenge shape, was not strong 
enough to tie the packaging together 
as a family. 

Even the presence in the line of 
award-winning packages, outstand- 
ing in their design and their in- 
genuity, did not redeem the over-all 
picture. As an individual item, for 
example, the Sucaryl bottle was a 
brilliant solution to a difficult pack- 
aging and merchandising problem, 
but it was an entity to itself, not 
adding to the image of Abbott as 
a whole. The same could be said 
about some of the promotional 
packages, used primarily for send- 
ing samples to physicians. Many of 
them were attractive and even ex- 
citing when considered by them- 
selves. But they contributed little 
or nothing to the corporate identity. 


> This was a situation that grew up 
in Abbott, as it grows up in many 
companies, because the organiza- 
tions grow by accretion. Sometimes, 
the growth is by acquisition. A new 
division is bought and added to the 
line, bringing in its own design con- 
cept, to be superimposed on the ex- 
isting pattern. Or, as was true with 


Abbott, new products were added, 
with each being considered indi- 
vidually and attacked on an indi- 
vidual basis. 

This situation can continue for 
many years before it reaches a crit- 
ical stage. Often there are other 
problems that seem more pressing 
to top management. And the situa- 
tion grows more chaotic, without 
very much being done about it. And 
the more chaotic it becomes, the 
more difficult it is to attack. The 


ABBOTT 


The Final Symbol . . . This simple letter, 
based on the coiled snake of Aesculapi- 
us, is striking and versatile. 
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ABBOTT LABORATORIES 


C Sales 


Creative | | Production 
Director | | Manager 


Simplified Organization Chart . 


“Director 


**Executive Committee 


. . The five-man Executive Committee, which was the 


key in getting the program going, is indicated by the double stars. 


job seems overwhelming in its com- 
plexity. 

The time for decision at Abbott 
Laboratories came early in 1958. By 
this date, those who were more di- 
rectly concerned with a corporate 
identity program — Charles Downs, 
vice president in charge of public 
relations and advertising; William 
Pratt, advertising manager; Charles 
Walz, art director — had become 
convinced that the time for a vig- 
orous attack on the problem had ar- 
rived. Others on the top manage- 
ment level had become aware of the 
need, largely through informal dis- 
cussion, so that it was not difficult 
to enter the stage of planning for a 
redesign program. 


> The first step was to pick a design- 
er, and many were considered. The 
major factor in selection was an in- 
dependence in approach, a willing- 
ness to strike out on new paths, un- 
bound by tradition. This is, of 
course, difficult to measure, and can 
be judged only upon an examina- 
tion of projects carried out in the 
past, and on the basis of reaction 
to the problem currently set before 
the designer. 

Some designers showed no spark 
of creativity; others seemed to have 
a distorted idea of what was wanted. 
One of these latter, for example, 
suggested a vast and complicated 
market research program, which 
might have been profitable (for 
himself) but which was hardly 
within the program that was out- 
lined. Figuratively, he threw stones 
at a product name which, while per- 
haps not ideal, was at least doing an 
effective job. 

The original group of designers 
had been picked purely on the basis 
of their reputation, as reflected in 
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what members of the three-man 
committee knew about them. To this 
basic knowledge was added what- 
ever could be learned from discus- 
sions about design problems and the 
methods of attack suggested by 
each. In addition, visits were made to 
the studios of the more likely can- 
didates. 

As the result of this process, 
which lasted several months, the 
committee of three made a two-page 
report to the Executive Committee. 
This report recommended that Ab- 
bott Laboratories embark on an ex- 
tensive corporate identity program, 
and that George Nelson & Company, 
New York, be retained as designer. 


Old Packaging . . 


> This was in September, 1958. With 
the approval of the report, work 
really started. 

It began with a cold, sharp look at 
the then status of Abbott design. For 
some time, the company had been 
aware of a need to bring strength, 
consistency and a distinctive style 
to its forms of visual communica- 
tion. Through the years the design 
on Abbott materials, which included 
packages, publications, business 
forms, advertising, and many others, 
had become increasingly chaotic. 
Some were strong, but many were 
weak. Some were handsome, but 
others were unattractive. 

As a result, the Abbott corporate 
identity was confused, a hodgepodge 
of the good, the indifferent and the 
bad. There was little that could pull 
it together in a cohesive pattern. 

The entire design program is built 
around what is an apparently simple 
symbol — a simplified letter A. But 
simple as it is, it was not arrived at 
simply. It was the result of hours of 
research, hundreds of sketches and 
drawings. It is obviously an A, but 
few people would immediately see 
in it the snake that is actually its 
origin. 

As part of the process of studying 
the Abbott picture, the Nelson group 
collected all the Abbott symbols 
they could lay their hands on. There 
were many of these, and included in 
the number was a medallion struck 
especially for Abbott on its 50th an- 
niversary in 1938. 

This, in turn, led back to the clas- 
sical symbol of Aesculapius, whose 
staff held a single snake. Because 


. While these designs were familiar, they lacked originality and a 


strong family feeling. The color was a washed-out blue. 


= 


oveeeseues 





this is the most ancient symbol of 
medicine, it was felt that its use 
would signify Abbott’s close rela- 
tionship to the art of the physician. 
As a sidelight, research also turned 
up that the staff with two snakes, 
which has been adopted as the in- 
signe of the Army Medical Corps, 
has little or nothing to do with med- 
icine. It was originally the wand of 
Mercury, messenger of the gods. 
Many centuries ago an English 
physician made a mistake, which 
was picked up by a surgeon general 
of the Federal Army in the Amer- 
ican Civil War, and the two-snaked 
caduceus has taken on its medical 
connotation. 

But a snake, even if it were coiled 
to resemble an A, would hardly do 
as a corporate symbol. Too many 
people have too many strong im- 
pressions of reptiles to allow this to 
be the final trademark. But it in- 
trigued the designers. They added 
geometrical concepts, they went ab- 
stract, they played around with col- 
or. Finally, they reached the new A, 
strong and distinctive. 


> A symbol, however, does not stand 
in isolation. It is something to use 
in all sizes, from the tiny mark on a 
single pill to a sign on the top of a 
building, designed to dominate the 
local sky. It must go on packages 
and letterheads, on publications and 
labels, on billheads and buildings. 

The new A seemed to meet these 
conditions. It was easily identified 
in all the sizes in which it was ex- 
pected to be used. It looked like 
an A. It didn’t get confused with 


New Packaging . . . Eleven new custom 
and the clean use of type makes all the 


lll 


On Buildings 

This Denver warehouse 
shows how effective # 

the trademark is as 

an isolated spot. 


other trademarks in the pharma- 
ceutical industry, and, under vary- 
ing uses, it remained pleasing to the 
eye. 

Experiments were tried with the 
new symbol and it stood up. It could 
be subordinated without losing its 
identity. For example, the top ex- 


ecutive stationery uses the A in* 


blind embossing, adding a note of 
reserved dignity. It seemed to fit 
with the other symbols and design 
elements that were required. 


>In April, 1959, the Nelson group 
made - full-scale presentation to 
the Executive Committee. It sum- 
marized the thinking that went on 
during the development of the new 
symbol, and showed how it could be 
applied to a selection of the thou- 
sands of separate items on which the 
Abbott name appeared. Approxi- 
mately 175 color slides were pre- 
pared for this session. 

The program was approved, and 
was put into effect immediately. 
And that last word is not simply for 
effect. The earlier studies had been 
so detailed and so practical that the 
very next day, an item was ordered 


colors replaced the blue. The strong logotype 
packages reinforce each other to form a line. 


INPERSOL SET 


ee | 


designed 
symbol. 

There was no question of an im- 
mediate transformation, of a simul- 
taneous dropping of the old to be 
replaced by the new. Abbott, with 
its annual sales of $122.6 million in 
1959, and with plants, offices and 
warehouses all over the United 
States and scattered over the globe, 
is just too big to make such a dra- 
matic change. It has too many items 
to redesign all at once. 

For example, there are 6,000 to 
8,000 packaged items in the Abbott 
lines. Each is a problem unto itself, 
considering the way in which it is 
distributed and stored, whether the 
man to think about is the physician, 
the pharmacist, the consumer, the 
veterinarian or the farmer. In addi- 
tion, there are complicated legal re- 
quirements which must be complied 
with, as well as the physical condi- 
tions needed to contain the specific 
product. 

Some of these items are slow- 
moving. Perhaps one drug will be 
asked for only once or twice a year, 
for a very special medical condi- 
tion. It is already packaged and 
ready to be shipped when it is 
needed. It would be uneconomical, 
however, to replace existing pack- 
aging, even if there were enough 
manpower available to work on all 
fronts simultaneously. 


around the brand-new 


> Today, almost two years after the 
program was accepted and it began 
to roll into execution, it is far from 
complete. While it is difficult to ap- 
ply a measure, perhaps only 40 to 
50% of the total program is finished. 
And even this is a peculiar figure, 
for in realistic terms, in a company 
that is steadily growing and adding 
products, the job will never be fin- 
ished. 

The key items have been rede- 
signed. The new corporate identity 
is established and it works. It is al- 
ready on enough items to have made 
an impact. 

And it has been a big program. 
Out of it has come a new look for 
a progressive company, and some 
advice, based on experience, for 
other would-be corporate-identity 
changers: 
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Designer's Experiments 


On the Right Track . 


® Centralize responsibility within 
your company . .. Make one person, 
or a small committee, the decision- 
makers on all but major policy mat- 
ters. By centralizing authority, you 
will end up with a more sharply- 
defined solution, one not watered 
down to meet everybody’s opinions, 
and will save time of both your own 
company’s executives and of your 
designers. 


© Give designers access to key peo- 
ple in your company While 


. . All sorts of experiments were tried 
in the search for an appropriate trademark, all of them varia- 


. The first clue on the road to success 
was the design used on the 50th anniversary medal, in 1938. 


liaison should be centralized, don’t 
try to isolate your designer and his 
staff from others within the com- 
pany. Informal contacts can help get 
him the information and ideas he 
needs, and it never hurts to have 
people within the company get ac- 
quainted with the designers and 
their point of view. Besides, one can 
never tell what information is per- 
tinent, and where the key sugges- 
tion may arise. 


e Having a designer located near 


Suppliers to Abbott 


Bottles . . . Owens-Illinois Glass Co. 
Toledo 

Fairmount Glass Co. 

Indianapolis 

T. C. Wheaton Co. 

Millville, N. J. 


Caps .. . Phoenix Metal Cap Co. 
Chicago 

Armstrong Co. 

Lancaster, Pa. 


Typesetting & printing of labels ... 
National Office Supply Co. 


Waukegan, Ill. 
Runkle-Thompson-Kovats 
Chicago 


Cartons .. . National Office Supply Co. 
Milwaukee 


A. George Schulz 


Milwaukee 
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. National Metal 
Edge Box Co. 
Barrington, N. J. 


Mailing Cartons . . 


. Dobeckman 
Co. 
Cleveland 
Ivers-Lee Co. 
Newark, N., J. 


Promotional Packages .. 


. Owens-Illinois 
Glass Co. 
Toledo 
Downing Box Co. 
Milwaukee 

Stone Container Co. 
Chicago 


Shipping Cartons. . 


Dies for Cartons .. . James H. Matthews 
Co. 
Chicago 


tions of the initial letter. These are just a few that were tried, 
and discarded when they led to blind alleys 


CG) 
c) 


=) 
c) 
B 


The snake, not suitable by itself, turned into an A easily, and 
the goal was in sight. Divisional variations worked out, too 


the home office is a help . . . While 
distance is less of a handicap today 
than it used to be, nevertheless it is 
helpful to get together with your 
designer without making the special 
effort of a long trip. It is expedi- 
tious to be able to get together for 
just a few minutes to settle an in- 
termediate point, rather than to 
have to wait until you have enough 
questions to warrant a trip of any 
magnitude. 


> Abbott is pleased with the results 
of the program. To quote Mr. Downs, 
“The program, we believe, is giving 
Abbott one of the strongest and 
most pleasing visual personalities in 
our own or any industry. We hope 
to keep the new look constantly new 
and up-to-date through planned, 
evolutionary change so that revolu- 
tionary change will never again be- 
come necessary.” 

And somehow one detects a note 
of regret running beneath the sur- 
face. Planning such a broad pro- 
gram is exciting and a challenge. It 
is very satisfying to work with as 
much understanding on the part of 
top management as you find at Ab- 
bott and with as much creative 
thinking as you find at George Nel- 
son & Co. To those who have lived 
with this developing program over 
the past few years, it is somewhat of 
a relief to realize that it is nearing 
its successful completion, but also 
somewhat disappointing to have to 
accept the fact that it is a once-in-a- 
lifetime experience. 44 





“When you're 
talking about 
ledger... 


Gilbert’s 
got it!” 


“Sure... both regular and machine “Regular comes in White, Buff, Blue, 
posting finish. Big choice of sizes, Pink, Green and Green Tint.” 
weights and colors.” 





“Same for machine posting plus “Perfect for writing, ruling, 
Salmon. Plenty strong, too, 25% cotton printing and good erasing.” 
fibre content, tub-sized, air-dried.” 


Here’s the complete line-up... 
111 standard items in the 25% grade 


© GILBERT LEDGER 


25% New Cotton Fibre 


Grain either direction, most items. 


STOCK SIZES AND WEIGHTS ¢ 1000 SHEET COUNT 


WHITE AND BUFF, BLUE, PINK, AND GREEN TINT 
REGULAR LEDGER FINISH REGULAR LEDGER FINISH 


Sub. 24 Sub. 28 Sub. 32 ‘ Sub. 24 Sub. 28 Sub. 32 Sub. 36 

17 x 22 48 
19 x 24 59 
71 17 x 28 61 
22 x 34 96 
136 24 x 38 118 

28 x 34 122 142 

*Also Green #Bive only TExcept Green Tint 


WHITE, BUFF, BLUE, PINK, GREEN, GREEN TINT, 
SALMON—MACHINE POSTING FINISH 


Sub. 32 
2242 x35 Grain short only 135* 
242 x39 Grain either direction 164 
*White and Buff only 


Pius these Ledgers in other grades—DAUNTLESS ...50% cotton fibre 
OLD IRONSIDES . . . 75% cotton fibre, DREADNAUGHT . . . 100% cotton fibre 


GILBERT PAPER COMPANY 


Menasha, Wisconsin 


Gilbert Quality Papers are available through America's Leading Paper Merchants 
This is Gilbert Ledger, 25% new cotton fibre, buff, regular finish, sub. 32 
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Crowd puller . . 


es Promotion 
to Sell 
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§ Newspapers 


Many of the promotion programs of the 
St. Paul Dispatch and Pioneer Press 
are worth examining for their ingenious ideas. 


. The downtown streets were jammed with peo- 


ple waiting for ping-pong balls, dropped from a helicopter. 


£ 


By Harlan Johnson 


In St. Paul, the promotion de- 
partment of the city’s Dispatch and 
Pioneer Press newspapers has found 
it extremely profitable to stress 
public service promotion to sell its 
newspapers to subscribers, but even 
more impoortant — to sell the city 
itself. 

Earl R. Truax Jr., promotion 
manager of the newspapers, says, 
“We have found out there is not too 
much we can do that’s different 
from other newspapers in the fields 
of editorial, circulation and adver- 
tising promotion. Recognizing this 
point and realizing a newspaper is a 
powerful tool of communication that 
should be used for the public good, 
we have turned to public service 
promotion to individualize our news- 
paper. We use public service pro- 
motion first of all to sell the com- 
munity to its citizens and to get 
them to participate in its activities. 
Secondly, we use it to hold and 
increase our circulation. 

“Through these objectives our 
promotion policy has become 
Make the community a better place 
to live.” 


Mr. Truax, promotion manager 


ever since he came to the Dispatch 
and Pioneer Press nine years ago, 
says “good newspapers can’t afford 
to have any bad promotions.” 


> While Mr. Truax can’t think of 
any “flops” the paper has had, he 
admits there were a few promotions 
that were dropped or revised after 
once using them. One of these was 
“the goose that laid the golden egg.” 

The “golden goose” promotion still 
gives him his worst nightmares. 
Still, the idea cannot be called a 
failure because it brought the larg- 
est crowd ever to downtown St. 
Paul at any one time. 

In the spring of 1956, the city’s 
retail merchants decided to sponsor 
a gigantic bargain day on an April 
Saturday. The merchants came to 
Mr. Truax and asked him for a 
sharp gimmick that would bring 
people downtown. He then bor- 
rowed and enlarged upon an idea 
first used by a fellow Ridder-owned 
newspaper in San Jose, Calif. 

After informing the merchants, 
Mr. Truax announced through the 
Dispatch and Pioneer Press that a 
helicopter was to fly over the down- 
town area on this particular Satur- 
day and drop ping-pong balls filled 


with one-dollar, five-dollar, and 
ten-dollar bills and two fifty-dollar 
certificates. The certificates were 
redeemable at the newspaper office, 
allowing the newspaper to get pho- 
tographs of the lucky persons. 

Mr. Truax had to obtain permis- 
sion from the Civil Aeronautics 
Administration to allow the heli- 
copter to fly low over the crowded 
streets. He finally got permission 
when the pilot assured the CAA 
that he could land on a rooftop if 
something went wrong with his en- 
gines. Next, he got permission from 
the city council to rope off a good 
share of St. Paul’s downtown area. 

The ping-pong balls were painted 
gold to symbolize “the goose that 
laid the golden egg.” 

The promotion was a fantastic 
success in drawing people. People 
in the roped-off area stood packed 
so tight that it was impossible for 
any of the sky-watchers to move 
an inch. The police were most con- 
servative in calling it “the largest 
crowd since V-J day.” Most on- 
lookers, including one excited tv 
newscaster, called the gathering, 
“the biggest crowd I have ever seen 
in my life.” 

But Mr. Truax would never re- 
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peat that promotion. 

“T spent too many sleepless nights 
worrying about the helicopter’s mo- 
tor suddenly failing and seeing it 
plowing into the helpless crowd. 
This, despite the pilot’s assurance 
that he could land on the roof of a 
nearby building. And if the crowd 
hadn't been so tightly packed, they 
could have started shoving and 
really hurt themselves.” 


> Mr. Truax remembers another 
promotion that was altered and 
elaborated on after being used for 
several years. This idea, which in- 
volved a kid’s baseball school, suc- 
ceeded in all but one respect. 

The promotion department hired 
baseball coach Dick Siebert of the 
University of Minnesota to teach 
youngsters the finer points of base- 
ball on a Saturday morning before 
a regular St. Paul baseball game. 
In the afternoon, the youngsters 
stayed on as guests to watch the 
game. Some 5,000 kids showed up 
each year. But they failed to learn 
too much from the stands as they 
watched the St. Paul baseball play- 
ers demonstrate plays while Siebert 
talked. 

Mr. Truax then talked the situa- 
tion over with Mr. Siebert and they 
decided to have a series of day-long 
clinics at four playgrounds through- 
out the city. At the clinics, the 
youngsters actually participated in 
learning the proper ways to hit and 
field. 

The clinics proved to be far more 
successful. While they did not draw 
as many youngsters as the baseball 
game, the participants learned a 
great deal more about baseball by 
actually playing the game instead 
of simply watching it. 


> Some of Mr. Truax’s promotion 
ideas can be classified as “one-shot 
affairs,’ but the Dispatch and Pi- 
oneer Press has found it a smart 
idea to keep some public service 
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Papers for sale 
Treasure hunters 
jammed the sales 
office to get the 
latest edition with 
the latest clue. 


promotion 
year. 

The newspaper’s first major pro- 
motion of the year is a double- 
barrelled affair involving a special 
Sunday edition of the Pioneer Press 
and a famed treasure hunt in con- 
junction with the city’s chief cele- 
bration — the Winter Carnival. 

The Winter Carnival souvenir 
edition of the Pioneer Press is pub- 
lished during Carnival Week and 
is loaded with pictures and features 
about the Carnival. It has become 
so popular that 40,000 extra editions 
are printed on this Sunday. St. 
Paul families mail this eye-catcher 
all over the world to friends and 
relatives. 

Several years ago, the Dispatch 
noted that participation in the Win- 
ter Carnival was falling off because 
of extremely bad weather. The 
newspaper then came up with a 
treasure hunt which helped solve 
the problem in a big way. 

The newspaper, during Carnival 
Week, buried a treasure chest (now 
a medallion) worth a possible $2500 
on public property some place in 
the city. With the help of daily 
clues printed in the newspaper, 
thousands of persons went out to 
search for the treasure. 

This treasure hunt has now be- 
come so popular that it replaces 
even the weather as the chief topic 
of conversation for that one week. 
Extra policemen are needed to han- 
dle the tremendous crowds near the 
end of the week, when the town’s 
citizens have pretty well figured out 
the general area where the medal- 
lion is hidden. 


going throughout the 


> In the summer months, the pro- 
motion department concentrates on 
trying to reduce traffic accidents. 
Because of the number of people 
killed in these accidents, the news- 
paper last year initiated a safety 
drive that tried to prove that you 
can get into print doing something 


good as well as doing something 
bad. This program proved so suc- 
cessful that it won a National 
Safety Council Award. 

From Memorial Day to July 
Fourth, the Dispatch and Pioneer 
Press publishes a “Pledge to be a 
Safe Driver.” The reader can fill 
this pledge out and send it to the 
newspaper. He will then receive a 
shiny red and blue “Courteous 
Driver” sticker to place on his 
bumper. 

The promotion department feels 
that once a driver pastes this stick- 
er on, he will try to be a little more 
careful in his driving. 

The Dispatch asks all policemen 
in the area to tell them of any out- 
standing courteous driving act they 
see performed by a driver with one 
of these stickers. 

The newspaper checks out these 
reports and each day publishes a 
story about a courteous driver and 
the courteous deed he performed. 

The St. Paul Auto Club, which 
is a co-sponsor of this drive, awards 
the courteous driver a gold ignition 
key and a set of gold initials for 
the door of his car. 

While this promotion cannot be 
held solely responsible for the drop 
in traffic accidents and deaths last 
year, it certainly did its share in 
making this decrease possible ac- 
cording to safety officials. 


> Sill another summer promotion 
that has been successful is the 
Pioneer Press and Dispatch sum- 
mer-long fishing contest. One of the 
reasons this idea receives so much 
enthusiasm is because Minnesota is 
such a strong fishing state. In Min- 
nesota, fishing licenses even outsell 
driver’s licenses. 


> During the fall, the Dispatch and 
Pioneer Press spotlights the Minne- 
sota State Fair — the largest ten- 
day fair in the world. The news- 
paper maintains an air-conditioned 
hospitality house on the fair 
grounds. At this hospitality house, 
soft sofas are provided for resting, 
four water fountains are in continu- 
ous operation and persons may 
receive information from one of the 
newspapers’ byline personalities. A 
teletype machine has been installed 
to report the lateset news bulletins. 
Several years ago the newspaper, 
together with the Aetna Casualty 
and Surety Co. installed a machine 
where drivers could test their driv- 
ing skill. This year, the Dispatch 
and Pioneer Press and Aetna will 
have a special machine where per- 
sons can test their skill in driving 
a speedboat . . . a natural in Min- 
nesota where there are over 10,000 
lakes. The promotion department is 





always looking for new and imag- 
iniative devices that will catch the 
public eye. 


> Probably the most successful pro- 
motion that the newspaper has ever 
tried from a public service stand- 
point was the establishment of the 
St. Paul Women’s Institute. 

The Institute was 
twenty years ago through the efforts 
of the newspaper’s president — 
Bernard H. Ridder. Mr. Ridder 
wanted to establish a cultural cen- 
ter for the city and also harness 
the woman power of the city to do 
something that St. Paul business- 
men hadn’t been able to do. This 
was to stop a good share of St. Paul 
money — eleven million dollars 
worth — from being spent in down- 
town Minneapolis. 

Mr. Ridder contacted many of 
the city’s social leaders (including 


established. 


one who was later to become his 
wife) and asked them to form the 
basic committee that would lead to 
establishing a Women’s Institute. 

As a special incentive for women 
to join, the newspaper brought in 
notable personalities such as Fred 
Waring, Eleanor Roosevelt and Ben- 
nett Cerf for six matinee and eve- 
ning programs that the Institute 
would have each year. 

These 12 programs were offered 
with membership through the Dis- 
patch and Pioneer Press at the price 
of $2.20 per year, or 17¢ a program. 
Had the programs been offered free, 
Ridder felt they would not be fully 
appreciated. 


> The Institute became a focal point 
in spurring the city to improve it- 
self. The Institute was responsible 
for St. Paul businessmen spending 
sixteen million dollars in improving 


DIRECT ADVERTISING 


Redesign Presentation 


the downtown area. It was also 
responsible for sparking successful 
campaigns to improve the city’s 
parks, playgrounds and schools. 

A Christmas Choral Pageant 
sponsored by the Institute draws 
crowds of 12,000 each year. 

The Institute has become so well 
known and so outstanding that 
Reader’s Digest published an article 
about it a few years ago. 


> These are several of the many 
imaginative promotions that were 
created or improved upon by Earl 
Truax and his ten-man department. 

Mr. Truax believes the reason the 
Dispatch and Pioneer Press has not 
had any failures in the field of pro- 
motion is because they screen their 
possible ideas extremely carefully 
and then “work them to the bone.” 

This is the secret behind their 
success public service promotion. 44 


PUBLICITY 


Package Producers Co., Charlotte, N. C., wanted to show its new 
Jesigns for three clients in a way that would gain attention. The 
three new designs covered a gum wrapper for Chiclecraft Inc.; a 
box for Holeproof Hosiery Co., and a new letterhead for the P. H. 
Final presentation idea was an old Holeproof 
box bearing a package of the Chicklecraft gum in the old wrapper 


ld letterhead. The newly designed Holeproof box 
contained a package of 


Hanes Knitting Co. 


enclosed in the 


gum in the new wrap enclosed in the new 


letterhead design. Both boxes were sent to each person on the 


mailing list. 


SPECIALTIES 
Play On Words 


Pondering ‘what's in a name,’ Checker Co., best known as 


maker of taxicabs, and recently as a manufacturer of station 
wagons and passenger cars, found a special virtue in its “Check 
er-Checkers,”” a new specialty goodwill gimmick was developed. 


It's played just like the old game with single name, and comes 


packaged complete with small red and black plastic disks, and 


a 7" square checkerboard. Each black square on the board is 


imprinted with a sales-point of the new Checker line. Checker 
used them on a learn-as-you-play basis for sales training, and 


also for direct mail and giveaway at point-of-sale. Herbert 


Baker Advertising Inc., Chicago, developed the game. 


Attention-Getter 


Not that a dividend check would ever go unnoticed by its re- 
cipient, but the Co-Op Oil Co., Osage, Iowa, wanted to get full 
remembrance value. To make sure the check couldn't be missed, 
they had them printed on Radiant Color Co.'s Velva-Glo fluores- 
cent paper—bright green, of course. Checks printed on this paper 
cannot be successfully altered, and have been so good for build- 
ing recognition, that they will be used again for this spring's 
dividend, with Showers of Green” as their slogan. It's a bright 
way to call attention to payments of bonuses, sales prize money, 


Slide Rule Selling 


Aiming for media decisions at a glance, the publishers of “Elec- 


tronic Products Magazine” and ‘Electronic Engineers Master” 


“slide rule’ to make things simple for media 
buyers. Working on somewhat the same principle as the real 


have developed a 


thing, the cards carry information for all monthlies and annuals in 
the electronics market. By sliding his card to the proper periodical, 
a buyer can immediately find such data as its circulation, rates, 
closing dates, and percentage of space devoted to new products. 
And since it comes with a tough clear plastic covering, it is just 
the sort of gimmick that a media buyer will be likely to save. 
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The letter with 40% pull added! 


Your letter is in his hands — his time is yours 
for the moment. But will he take the action you 
want? He will in this case because he’s reading 
a Reply-O-Letter! 


Reply-O-Letter has everything “built-in” but a 
mailbox. A special pocket holds a self-addressed, 
stamped and return-addressed reply card ; nothing 
to fill-out, sign or stamp, He reads... pulls...mails 
..and another possible becomes a very probable. 


Reply-O-Letter gives you all the results you 
usually get—PLUS 30 to 50% MORE! Its cost 
is less than a conventional multigraphed filled-in 
letter with a card loosely enclosed. Further, the 
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talents of our writers and our artists are at your 
disposal at noextra cost. They know their business, 
as 26 years of outstanding direct-mail success 
have proved and over 400 clients will attest. These 
100 know that the “letter with the Built-In reply” 
produces best results, mailing after mailing. One 
user says, “If it’s not a Reply-O-Letter it’s like a 
suit without pockets.” Let Reply-O-Letter help you. 


Send for our booklet, complete with case histor- 
ies, today. On your letterhead, please. .<rrep be 
<€ 
4 


A %y 
REPLY-O-LETTER | } 
2 


2 Central Park West, New York 23, N.Y. 4 
¢ 
Offices in principal cities in the United States, < 


e 
vu 
Canada, England and Australia, mr in 





How Direct Mail 


Can Create an Image 


When you sell an intangible, 
you must use your advertising 
to give a picture of yourself 
that's different enough to be 
remembered by prospects. 


By James R. Smaby 

Vice President and Secretary 
Traffic and Sales 

Gateway Transportation Co. 
LaCrosse, Wis. 


We wanted to stand out from the 
pack. “We” being the Gateway 
Transportation Co., a La Crosse, 
Wis., based motor freight carrier 
operating throughout Wisconsin, 
Ohio, New York, Iowa, Illinois, 
Michigan, Pennsylvania, Indiana, 
Minnesota and Missouri. We began 
advertising seriously back in 1954, - 
but before our program got under 
way, we wanted to make sure that 
we had something that would be 
different from what our competitors 
were doing. 

Most motor freight advertising at 
that time was strikingly similar — 
and, I might add, uniformly medi- 
ocre. Whether it was an ad in a 
traffic publication or a direct mail 
folder it generally contained these 
things — 


e A picture of a truck — to show 
that the advertiser was a trucking 
company; 


e A map — to show the area it 
served; 


e And, a statement that its service 
was fast, safe and courteous. 


Of course, we realize that the 
things a motor freight company had 
to sell were about what its com- 
petitors had. We were all regulated 
— so our rates were the same, and 
several companies served each city. 
Likewise, our equipment was simi- 
lar and we operated out of similar 
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Life, Liberty 
and the Happiness of Pursuit. 


C. N. Cahill (who does not claim authorship) 


I believe’ in 


There ain't no happiness in pursuit un- 
less you catch ‘em (the customers we 
mean). So how about making us happy? 
Betcha it'll make you happy too. 


TISING SERVICE 
stan INCORPORATED 
$21 SOUTH WABASH AVENUE * WA — 
Fast and Resour ico — Since 


-- 
itt 
Multigraphing ° Mimeographing ° ones ° notes 
i * Plate Cutting 
weeartns mechines * Complete Mel! Compeigns 


DREY’S MAILING LISTS 
ARE DESIGNED 
FOR PERSUASION BY MAIL 


A list designer is an organizer who 
sees mentally a completed list and can 
direct a compiler to assemble it in ac- 
cordance with a selection formula he 
has devised. Like a fashion designer 
he designs a list in a specific way. 
Drey's Secret Formula “QUALITY 
IN QUANTITY” Lists of Individuals 
of Above Average Intelligence, Cul- 
ture and/or Income at Home Address 
cannot be duplicated. 

The list designer using Drey’s Library 
of up-to-date Mailing List Sources, 
through a Secret Formula of Selec- 
tion can supply “QUALITY IN 
QUANTITY” Americans in any Met- 
ropolitan area in the United States. 
The number of adult names in any 
area is usually 3% of the total popu- 
lation depending on the level of cul- 
tural interests and economic activity. 

Write DREY 


when you have a mailing list problem. 
WALTER DREY, INC. 


Mailing List Consu!tants 


257 Park Ave. South, N. Y. 10, N.Y. 
333 N. Michigan Ave., Chicago 1, Ill. 
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terminals and traveled the same 
highways. 

This was our toughest advertising 
problem. We knew that Gateway 
was able to offer better service, but 
we didn’t know exactly how to go 
about saying it. Every time we 
started out, the message came out 
looking and sounding just like that 
typical trucking company ad. 


> Our company had grown to the 
point where we could see that ad- 
vertising — consistent advertising 
— was a necessity if we were going 
to continue the growth rate we had 
been achieving. But, when we 
talked about advertising programs, 
as many different ideas were sug- 
gested as there were people in- 
volved, and none of these ideas 
seemed to be exactly what we 
needed. We also discussed our situ- 
ation with professional advertising 
people, but every program that was 
suggested lacked the spark and im- 
agination that we wanted. 

We found ourselves tempted to do 
the very things we had originally 
disliked and discarded and use an- 
other “me, too” freight advertising 
campaign. However, as we contin- 
ued our study of advertising, we 
noticed many campaigns in other 
industries that had the “spark” of 
creativity we sought. Certainly, the 
trucking industry was not alone in 
its problems of competitive advan- 
tage. Other business, faced with 
similar challenge, had found the 
creative help necessary to set their 
advertising apart from the herd. 

Fortunately, it was at this time 
that we heard of the rapidly growing 
reputation for creativeness of the 
Jefferson Advertising Agency lo- 
cated here in La Crosse. When we 
explained our problem and objec- 
tives to William Jefferson, president 
of the agency, we were convinced 
that we had found a kindred soul in 
creative thinking. 


> When Mr. Jefferson presented the 
first campaign to us, he said, “In 
face of the general caliber of adver- 
tising in your field, it'll take a brave 
company to accept our recommen- 
dations. This material is ‘different,’ 
not for the mere sake of difference 
but as a vehicle for creating high 
impact and remembrance value for 
your sales message. It will not pro- 
duce miracles overnight, but it will, 
if consistently used over a long pe- 
riod of time, build the Gateway im- 
age into one of leadership in your 
entire area.” Incidentally, we've 
never found occasion to dispute his 
remarks. 

The recommendation of the Jef- 
ferson Advertising Agency was to 


Strawberry Jam . . . The theme started 
on the envelope, while the copy pointed 
out the value of “‘aliveness’’ in getting 
rush shipments through on time. 


exert our primary advertising effort 
in direct mail to traffic managers of 
business concerns in our area. The 
traffic manager is the key man for 
us to reach. He specifies which car- 
rier is to be used for each shipment 
that leaves his dock or shipping 
room. So, we have to convince him 
to specify Gateway. He’s readily 
identifiable in a company, too, so 
he’s a good target for direct mail. 

Naturally, because the _ traffic 
manager is such a good target, he’s 
a sitting duck for freight carrier di- 
rect mail. He receives a considerable 
volume of direct mail and, as is only 
natural, he becomes highly selective 
in the pieces that he reads, or files, 
or acts upon. That’s where all our 
previous advertising ideas bogged 
down. Everything that had been 
submitted looked much like the ad- 
vertising of every other trucking 
company, so we knew it would not 
stand out and make an indelible and 
lasting impression on him. 

We were convinced that each 
piece had to be a small “bombshell.” 
Not only did it have to stand out and 
get itself read, but since continued 
mailing to these people was in order 
—to keep them sold on Gateway— 
we had to have something that 
would be opened the first—and sec- 
ond—and third time, and every 
time a Gateway mailing arrived. 


> The campaign that Bill Jefferson 
showed us was just what we had 
been looking for, without being able 
to put our finger on it. There was 
originality and imagination in each 
of the pieces. After seeing them, we 
were convinced that they would be 
read, not only during the first few 
mailings, but for as long as the 
quality stayed up high. Fortunately 
for us, the quality of the material 
we've been getting has not only 





Your direct 
mail says 


‘OPEN THIS FIRST” 


when it comes ina 
U.S.E. Mono Outlook® 
envelope 


In the continuing battle to get your direct mail read, the envelope 
it arrives in can play an important part. U.S.E.’s Mono Outlook 
is one such envelope. Its look of importance makes it stand out from 
the crowd of other mail. Its whole appearance says, “Open this 
first!’ And it is just one of many U.S.E. Outlook Window envelopes. 

All U.S.E. Outlooks save addressing costs. The letter heading 
that personalizes your direct mail serves as the outside address as 
well. And the unique, one-piece Mono Outlook assures smooth, 
trouble-free machine inserting. 

Don’t overlook the envelope as a creative and action-producing 
part of any direct mail campaign. United States Envelope offers a 


wide variety of standard and special duty envelopes to serve every 
direct mail purpose. 


FREE ENVELOPE 
SELECTOR CHART 


Put more than 70 
envelope ideas at 
your finger tips. This 
handy guide shows 
70 standard styles 
and cross references 
them by size. Also in- 
cludes timely tips for 
the efficient use of 
envelopes. Write Ad- 
vertising Manager for 
your free copy plus 
samples of the 
unique, one-piece 
Mono Outlook enve- 
lope. 


UNITED STATES ENVELOPE COMPANY 


WORCESTER + SPRINGFIELD + HARTFORD 
INDIANAPOLIS * CHICAGO « 


GENERAL OFFICES: SPRINGFIELD 2, MASS. 


* ROCKVILLE « 


NEW YORK » METUCHEN + ATLANTA 
WAUKEGAN « 


DALLAS + LOS ANGELES + SAN FRANCISCO 
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oF 
GREETING CARDs! 


7 
Especially For Direct Mail Promotior 


SALESMEN’S CARDS COLLECTION CARDS 
THANK YOU CARDS BIRTHDAY CARDS 
CHRISTMAS CARDS 

A FREE select 


t 


Are yes ae 

Ist CLASS POSTAGE for 

3rd CLASS Tidal 
* 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $40.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 


DLLs 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, HL 
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maintained the high level estab- 
lished back in 1954, but actually 
seems to have gotten better. 
Photographs of several of the units 
from the 1959 and 1960 campaigns 
are illustrated here. As the cut lines 
indicate, many of these units are full 
color from extremely fine illustra- 
tions. However, even in black and 
white, the different sales approaches 
are readily evident as each unit tells 
its story about Gateway service. 
There are a lot of things about them 
which we feel not only make them 
unique, but also result in their being 
highly effective (not always synony- 
mous). They follow no pattern in 
general appearance; some are large 
and elaborate, others are small and 
simple; some are full color, others 
two color only; some use full color 
art, others employ photographs; 
some use die-cuts and intricate as- 
sembly, others simple folds, but they 
all share one important ingredient 
. creative selling ability. 


» Actually the job of setting Gate- 
way apart and creating interest in 
the advertising piece beings with the 
first thing that meets the eye, the 
envelope. In addition to their orig- 
inality of size and design, the en- 
velopes are colored and illustrated, 
and in some cases, die-cut. This 
arouses the interest of the recipient 
so that he picks it up and opens it, 
and thus is exposed to the advertis- 
ing piece itself. 

But the ideas are the most impor- 
tant factor that make our advertis- 
ing effective. In some cases, the idea 
starts with a simple, somewhat trite 
expression, and with the right twist 
becomes a fresh, strong, sales story. 
In other units, a more straightfor- 
ward approach is used, but always 
with the twist that makes it an un- 
usual presentation of the sales mes- 
sage. You can see this illustrated in 
the photographs of the folders. Note 
the paper clip folder which is a 
strong example of what I mean. It 
takes a basically simple idea and 
treats it so that it is not only inter- 
esting — it sells! 

Each of the folders is a work 
horse that points out a specific sales 
feature. That sales feature is cov- 
ered thoroughly in an imaginative 
presentation which ties in with the 
general approach of the entire cam- 
paign. 


> Or take our official trademark, the 
kangaroo, which has appeared on 
every folder we've mailed. It’s an 
unusual way of telling the story that 
most freight carriers are telling. “We 
serve small shippers and large ones, 
we deliver in near-by cities and in 
those far away.” Only we use our 
symbol — our kangaroo — along 


Change of Pace ... The box holds a 
thumb tack, a whistle and a button. Re- 
verse lettering on the gold card read, in 
part, ‘’slick as a whistle . . . sharp as a 


tack . . deliveries on the button!” 


with our slogan “For a long jump or 
a short hop!” 

Die-cuts and pop-outs are gim- 
micks used frequently in order to 
maintain the interest that the en- 
velope and cover illustration have 
aroused. They also provide enter- 
tainment! We feel this is one of the 
keys to the success of the program— 
the traffic manager receives some- 
thing in return for opening and 
reading the mail. He gets a little 
chuckle, or an interesting twist to a 
standard sales story. This gives him 
some reason for reading the folder, 
and it also does part of the job of 
establishing Gateway Transportation 
Co. in his mind as an outfit which 
is just a little out of the ordinary. 

Mailings are sent to over 10,000 
traffic managers in the Gateway 
service area. They go out once a 
month—which we believe to be the 
best timing because the interval be- 
tween mailings is short enough for a 
high remembrance factor. Custom- 
arily we mail one of the larger, more 
elaborate pieces one month and then 
follow it with a smaller piece next 
month. This keeps the cost down 
while getting maximum results. The 
small pieces do not sacrifice quality, 
either of production or of ideas. 
They are just somewhat less expen- 
sive to produce. 


> Do they get results? We have a 
lot more than our own personal feel- 
ings to measure the success of this 
advertising program. We _ request 
that our field sales representatives 
check constantly on the reaction to 
our mailings. Their reports indicate 
that the material is well received. In 
fact, they come up with some quite 
interesting stories. Example: Some 
traffic managers keep a file of Gate- 
way advertising folders going back 
for several years! Others display the 
current folder on a desk top or a 
bulletin board—and replace it when 
the next one comes out. Some even 
have a regular routing system that 
sends the current folder around to 
several departments of the company, 
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ABUNDANCE is symbolized by the cornucopia this 
chambered shell resembles. Abundance is main- 
tained in the storehouse of your Oxford merchant to 
assure ready availability and swift delivery of quality 
Oxford coated text and matching cover papers, in 
specifications to meet every printing and budget need. 


Oxford North Star Papers, pride of the line, area 
new family of trailing-blade-coated papers, distin- 
guished for their remarkable levelness and their 
exceptional polish. North Star superiority among 
coated papers can be demonstrated for you by your 
nearby Oxford merchant. For his name, drop usa 
card at 230 Park Avenue, New York 17, New York. 


paper 
specialists 
to the 
graphic arts 
industry 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel 


Mainefo 


NORTH STAR OFFSET PAPERS 
Polar Offset Enamel 

Polar Offset Enamel Dull 
Mainefiex Offset Enamel 
Mainefiex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON 





including in many cases, their own 
advertising department. 

Complimentary mail from people 
who receive these folders comes in 
to us in a steady volume. Many of 
them even request additional copies 
of the mailings and a good percent- 
age even thank us for providing 
them with interesting advertising 
and treating them with such respect. 

A response of from 35 to 45% of 
the people on the mailing list has 
come in from every periodic check 
we've made. We simply enclose re- 
ply cards with a regular mailing 
asking the recipient to indicate 
whether his name and address are 
correct. To us, this is also a very 
strong indication that the pieces are 
read. 


> In our five years of participating in 
the American Trucking Assns.’ an- 
nual advertising contest, we have 
garnered four first prizes. This con- 
test is open to all motor freight 
carriers in the country and is held 
in conjunction with the associations’ 
annual meeting of the Customer Re- 
lation Council. The latest award was 
won at Dallas, Texas, this spring. 

Although it is impossible to tell 
how much of our business has re- 
sulted from our advertising, we feel 
that it has contributed quite a bit to 
the increase in sales we have ex- 
perienced. Since 1954, Gateway sales 
increased from $10 million to $24 
million in 1959 and are currently 
running well ahead of that figure. 
This is an increase which is about 
twice as fast as the total motor 
freight industry has attained. 

These things are to us very tangi- 
ble measurements of the success of 
our direct mail advertising. 


> Full credit should go to Bill Jef- 
ferson and his group at the Jefferson 
Advertising Agency. They are the 
people who come up with the un- 
usual ideas, who write the intriguing 
copy, who prepare the outstanding 
artwork and who supervise pro- 
duction. The John Roberts Co., St. 
Paul, Minn., deserves credit for the 
high standard of printing that goes 
into Gateway units. 

In summary, I'd say that the out- 
standing success of our direct mail 
advertising illustrates that a cam- 
paign that mails to the same people 
over and over again can be extreme- 
ly effective. If the material is inter- 
esting and attractive and if fresh 
ideas are brought in continually- 
the people it reaches will look for- 
ward to the mailings. This creates 
an ideal climate in which to put a 
sales message to work. 

Likewise, our program is a sound 
builder of the “company image” that 
advertising people so often talk 


FOR CLARENDON 


C for clarity—typographic clarity 
increasingly favored of late. The 
original Clarendon letter forms, 
cut in 1845 by R. Besley & Co. 
at their historical Fan Street 
Foundry, have undergone many 
adaptations and refinements 
over the years. The word Claren- 
don has evolved in the English 
vocabulary as a generic term for 
type havinga heavy or condensed 
face. Speaking of the Clarendon, 
those who can appreciate the 
subtleties of good typographic 
rendition will readily note the 
excellent marriage of faithful 
reproduction and refinement of 


Monotype offers true reproduc- 
tion of the original type design, 
correct fitting of character to 
character, perfect alignment of 
type and uniform, typograph- 
ically correct spacing of words. 
And Monotype gives you more 
flexibility fitting type to space. 
About a 10% saving is average. 
Please note the attractive Clarendon 
Bold Extended shown in the vertical 
alphabets which will soon be available. 
Lanston Monotype Company, Division 
of Lanston Industries, Incorporated, 
Monotype House,G St.below Erie Ave., 
P.O. Box 4768, Philadelphia 34, Pa. 


(Unorthodox typographic 
makeup was deliberately 
employed in the advertise- 
ment above to better illus- 
trate variations in color 
and texture.) 


Lanston 


TUVWXYZabcdefghijklmnopqrstuvwx 


CLARE NDON 
ON MONOTYPE 


ABCDEFGHIJKLMNOPQRSTUVWXY Zabcdefghijklmnopgqrstuvwxyz12345678 


RS 


ABCDEFGHIJKLMNOPQ 
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me BEAT 
COMPETITION 


with 
FULL COLOR! 


Hard selling needs 
hard hitting sales literature! 
Crocker COLORFORM gives 
you full color lithography for 
the price of 2 colors. 


FREE pookiet tetis you how. 


H. S. CROCKER CO., INC. 


OFFICES IN PRINCIPAL CITIES 


se he 33 elt) 
BUSINESS FOR OVER 30 YEARS 


CR tr web Ping 
LETTER & MAILING 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 


Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing * 
Mimeographing * Printing * Addresso- 
graphing .* Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


a Leer Mb tu 


431 SouTH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 
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about. We believe that in our ad- 
vertising, we have accomplished our 
selling goals, and at the same time, 
we have managed to build a fine, 
friendly impression of Gateway in 
the minds of our customers. 44 


Poor Richard Stationery 
Shows Lowcost Ingenuity 


Personalized stationery, distinc- 
tive without design expense, has 
been introduced in the new Poor 
Richard stationery from Relief 
Printing Corp. 

Plain white bond, the paper has 
no printing but a shaded blue area 
at the upper left of the sheet. Cen- 
tered in this is a Kleenstik strip 
which, when removed, leaves an ad- 
hesive area on which the user places 
his business card. Once the card is 
attached it has a permanent bond 
with the paper; enough to let it roll 
through the typewriter without dan- 
ger of loosening. 

Matching personalizer envelopes, 
with post-office approved windows 
for the business cards, are available 
with the Poor Richard letter sheets. 

Prices start at $2.95 for 50 sheets 
with 50 envelopes. Large quantity 
prices are available. 

Information is available from Re- 
lief Printing Corp., 63 Summer St., 
Boston 10. 44 


Novel Mailers Featured 
In Direct Mail Booklet 


Sales promotion in mailing pieces 
is featured by Direct Mail Printing 
Co. in a catalog showing items with 
novelty formats and layouts. 

Most of the units shown are self- 
mailers or complete units with 
matching envelopes, reply cards, 
order forms, etc. Each design is 
shown with an actual application 
as used by a user with copy sec- 
tions describing the various features 
of the mailer. 

Complete specifications as to size, 
colors and prices are included wth 
the illustration of each mailer. 

+ for more details circle 401, page 139 


New Ansa-Gram Answers 
Unusual Format Problem 


A self-mailer that looks like a 
telegram has been introduced in the 
new “Ansa-Gram” from Ansa-let- 
ter Format, New York. 

Designed to promote better atten- 
tion from the recipient, Ansa-Gram 
measures 6x8” and has a pocketed, 
tab-pull reply card which carries 


QUALITY — SERVICE 
2 good reasons 
why you should 

switch to 


POSTCARDS 


DIRECT MAILERS 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 


Postcards cost less than I¢ each. 


Top quality — winners of 9 straight 
L.N.A. Awards. 

Color proofs at no extra charge in 
all quantities. 

Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT— 


a a ea Ue 


400 Newbury Street, Boston 15, Mass 


PRODUCTION 
CAN BE 
ECONOMICAL? 


For full story 
Send for free glossary 


RIK SHAW ASSOCIATES, LTD. 

181 PHOTOGRAPHIC PRODUCTION SERVICES 

250 WEST 57th STREET, NEW YORK 19, N. Y, 
PLAZA 7-3988 





RESULTS WILL AMAZE YOU/ 


Customers will want to write you to get the 
other beautiful Gold Door Knocker CUFF 
LINK! For sales promotions. special events 
conventions, etc. When need NEW BUSI- 
NESS fost...THISIS IT/ FREE SAMPLE! 
MARVIC ADV. CORP. 


861-AA MANHATTAN AVE, BROOKLYN 22, NY 


23,000 HIGH SCHOOLS 
Names and addresses on addressograph 
plates 
Available for addressing 
your direct-mail promotions. 
For complete details, write, wire or 


me... 
SPECIAL CORRESPONDENTS, INC. 


230 East Ohic Street Chicago 11, Illinois 
DElaware 7-1065 





the sender’s name and address on 
one side; the recipients’ on the other, 
with space for a private message. 

The outside sheet has a mailing 
window and approximately 2x54” 
of space for teaser copy to get the 
card pulled out of the pocket. 

Ansa-Gram is printed up on all- 
yellow stock and follows the tele- 
gram format for heading, etc. Price 
is $15.75 per thousand when ordered 
in 100,600 lots. 

Samples are available. 

- for more details circle 402, page 139 


PR People Aided Through 
PRaids’ Party Line 


A weekly newsletter for public 
relations people is now being pub-! 
lished by Public Relations Aids Inc. 

Listing a minimum of 10 up-to- 
the-minute opportunities each week 
for broadcast or media placements, 

“PRaids” includes such useful de- 
tails as deadlines and whether ma- 
terial should be submitted by mail 
or telephone. 

A sample copy covers a variety 
of possibilities ranging from get- 
ting a uew-product story published 
in a particular publication to getting 
the client on a radio program to air 
his views on a particular subject. 

Copies of PRaids Party Line can 
be obtained from Miss Joy Small, 
Public Relations Aids Inc., 305 E. 
45th St., New York 17. 44 


Bekay Discount Tables 
Designed for Agencies 


The problem of the 15% discount 
and the new office girl has disap- 
peared for advertising agencies with 
the advent of new discount tables 
from the Bekay Co., Kansas City, 
Mo. 

Designed in full 8%x11” card- 
board sheets, the discounters show 
ad agency space discounts (15 and 
2%) for dollar by dollar gross 
amounts starting with $10 and end- 
ing with $1,000. 

These amounts are listed in hori- 
zontal columns, showing (from left 
to right) the gross amount, less 
15% discount, net total, less 2% and 
the final total. The biller simply 
looks at the amount in the lefthand 
column then over to the last figure, 
if both discounts are used. Reading 
these same amounts from right to 
left can give the biller the right 
amounts for price mark-up of plates, 
type, etc. 

The Bekay Discount sheets are 
priced at $5 per set; 5 sheets to a set. 

An illustrated circular is avail- 
able. 


. for more details circle 403, page 139 








MASS 
WNT eh) 
COST 
LESS 


with 
Cupples-Hesse 


NUL 


envelopes 


Consult yellow pages under 


For less than a penny 


Get your message printed, 
inserted, and sealed in an 
envelope ready for addressing. 
And it’s all done quickly and 
simultaneously on a single 
machine developed by 
Cupples-Hesse. 


KWIK-MAIL is ideal for 
mass mailings 


When you need quantities of 
standard messages such as 
deliquent payment notices, 
special sale announcements, 
coupons, or thank you notes, 
KWIK-MAIL 634 size envelopes 
with 3% x 5% inserts will give 
you fast, economical, and 
effective action. You may 
address the envelope, or 
address the insert through 
and open panel window. 


KWIK-MAIL meets all current 
and proposed postal laws 


A recent post office ruling issued 
in January recommends that, 
effective January 1, 1963, all 
third class envelopes be 

sealed on all four sides to meet 
the requirements of automatic 
postal handling equipment. 
Cupples-Hesse had the foresight 
to engineer KWIK-MAIL 
envelopes so that they meet 
these new specifications and all 
existing postal requirements. 
Currently, KWIK-MAIL is 
available in the postage saver 
for third class or completely 
sealed for first class. 

This is only one example of 
long-range planning at 
Cupples-Hesse. 


Call Your Local Representative 
Today For Information 


‘tEnvelopes” or ‘‘Tags"’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 


Detroit 16 Des Moines 13 


4100 N. Kingshighway | 3633 Michigan Ave. | 1655 E. Madison Ave. 
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Sell-Sticking Outdoor Displays 


hal LAST LONGER...SELL STRONGER 


= es 
Cessna 
| 


SALES & SERVICE 


cleon-=k VINYL-STIK 


NEWEST KLEEN-STIK “miracle” material makes pos- Tdeal for: 

sible attractive, economical displays for every outdoor Truck Signs @ Taxicab Insignia © Bumper 
application. Made of tough, flexible vinyl] plastic film, it is Strips © Gas Pump Stickers © Wall Posters 
impervious to water, heat, sun, salt, acids, and most oils © Grades Humagtetes © Automattic Ge- 
and grease. Easy to print by any process — letterpress, blems ® Instruction Labels . . . and many 
offset, or silk screen. Best of all, it’s backed with extra- a 


strong Kleen-Stik adhesive to stick tighter and longer on Write for information and samples of the 
practically any surface. industry's most complete line of pressure- 
sensitive products. 


When merchandising plans k ee a) 7 Sti 
call for outdoor signs, call for 
Kleen-Stik VINYL STIKI PRODUCT Ss, INC 


7300 W. Wilson Ave. @ Chicago 31, Ill. 
Plants in Chicago, Newark, Los Angeles, and Toronto, Canada 


1934-1959...25 VEARS OF PRESSURE-SENSITIVE LEADERSHIP! 


46 + Ge: April 1961 





es SEE 


as a 


Pheviolat. eit Yorke -J ree 


see your local authorized 


it isn’t easy to paint a 
leaping, snarling, power- 
ful tiger and get it right. 


By Dottie Long Clark 


Looming high above them in the 
March sunlight, 43,144,901 startled 
drivers saw 17,000 Bengal tigers 
charging straight across the high- 
ways toward them. In fact 146,165,- 
920 people saw these tigers about 
21 times each. 

Now this does not necessarily in- 
dicate either myopic vision or wide- 
spread alcoholism among American 
motorists, their friends and 
tives. 

It shows rather the effectiveness 
of the much-maligned highway 
billboard. After the initial shock of 
seeing the huge cat lunging toward 
you, it is simple deduction to ap- 
preciate the connection of the 
powerful spring of a tiger with the 
fast-starting action of the new 
Chevrolet Turbo-Thrust V-8 engine. 
This is as the artist and the adver- 
tising agency planned. 


rela- 


> What the startled driver, catching 


the first glimpse of the outstretched 
claws and gleaming fangs in front 
of his headlights, does not know is 
that the formidable tiger is really 
a dead alley cat on strings. 

After all, one can hardly expect a 
hard-working commercial artist to 
make a quick trip to the dense 
jungle, place his easel in the path 
of a snarling Bengal tiger, and non- 
chalantly paint the animal’s portrait. 

Also, zoo tigers are sublimely un- 
cooperative. Mostly, they stretch out 
in the sunniest corner of the pen 
(less informed, more imaginative 
people may take this for a snarl) 
— and contentedly settle down for 
a snooze. The next best thing is to 
find a substitute model; and this is 


not as easy a job as you would 
think. 


> Commissioned by the advertising 
agency to do the artwork for the 
proposed tiger billboard, the well- 
known San Francisco commercial 
artist Gordon Brusstar surveyed his 
knowledge of charging tigers and 
found it sadly lacking. So “Bruss” 
turned “city white hunter” in his 
attempt to track down a satisfactory 
tiger model. 

First he made a trip to the local 
animal shelter. There, the pound- 


master displayed all the available 
felines whose demise was shortly 
due. The artist’s eye fell longingly 
on a large beautiful tiger cat in the 
collection, and the poundmaster 
obligingly gassed the kitty along 
with the others. 

The artist rushed home with his 
prize before rigor mortis set in. In 
his studio, “Bruss” attached string 
pulleys to the animal’s extremities, 
and dangled it from the board like 
a marionette. Unfortunately, twenty 
strings on one leg still was not 
enough to get the cat into a charg- 
ing position. Like a mound of jello, 
it flopped in all directions. 

Finally, the dead cat was out- 
stretched on the drawing board, its 
body placed in various attitudes 
and helped with adhesive tape, 
while “Bruss” made numerous 
sketches. 


> The artist must work quickly and 
efficiently for within an hour the 
body begins to get stiff. To study 
an animal’s anatomy, it is not un- 
usual for some well-known artists 
to have a veterinarian chloroform 
an animal to sleep so that it will 
awaken in exactly one hour. In the 
meantime, the artist sketches fran- 
tically before the dog again begins 
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Just another 
wire display? 


This one is unusual because it 
is getting and holding locations 
in better class stores that usually 
demand much more expensive 
wood or sheet metal displays. 


How was it done? Through the 
combined knowledge of the ad- 
vertiser and our design group. 


Appearance is part of the an- 
swer of course. We often use wood 
or hardboard panels to dress up 
displays. In this case our designers 
were able to complement an at- 
tractive functional arrangement of 
the product with a clean simple 
appearance-design using wire 
alone. This resulted in a substan- 
tial saving. 


The advertiser carefully 
planned the assortment for great- 
est turnover of each item, so as to 
help the retailer get maximum 
sales from the space used. He also 
wisely elected to use a small sign 
so that the display can serve as a 
fixture in quality outlets. 


Let us work with you on your 
next display problem. 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY and SHELBY STREETS 
INDIANAPOLIS, INDIANA 


Manufacturers and Designers of Displays from 
Wire in combination with other materials 
since 1945. 
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barking or the cat mewing. 

All of this rigmarole is necessary, 
however, for accuracy in the de- 
tailed drawing. The artist, like the 
doctor, must have a thorough know- 
ledge of the anatomy of the subject 
before performing his artistry, be it 
surgery or painting. 


>» A dead tom cat may be, anatom- 
ically speaking, the closest available 
thing to a tiger. The similarity, how- 
ever, ends there. 

So “Bruss,” in the best tradition 
of the big white hunter, stalked his 
game to the most logical haunt — 
a taxidermist. In the shop was an 
abundance of stuffed wildlife, but 
no cats — stuffed or unstuffed. 

Finally, in a dusty corner of the 
store, the obliging taxidermist un- 
earthed a snarling plaster-of-paris 
tiger head model. To the delight of 
the artist, the helpful taxidermist 
also provided a false mouth to go 
with the head. The mouth was made 
of pressed rubber with a beautiful 
red spongy tongue. In a tiger’s 
mouth, Bruss learned, the bottom 
teeth are smaller than the top teeth, 
which is an important detail. Even 
fast-driving experts are liable to 
check every inch of a drawing for 
accuracy. If the picture is not ex- 
actly correct, some indignant in- 
dividual is liable to demand an ex- 
planation as to why this particular 
Bengal tiger has one less tooth in 
the back of the bottom row than 
has any other Bengal tiger. 


> Even an accurate plaster-of-paris 
model is hardly enough for the 
imaginative mind of ane artist, 
though. It was not until the taxi- 
dermist pulled a real tiger skin 
from the bottom of a forgotten box 
that “Bruss” was completely satis- 
fied. The skin eventually helped the 
artist to determine the right shades 
of color, and the way the nap of 
the fur grows and rolls over the 
powerful muscles. 

When “Bruss” happily left the 
taxidermy and crossed the busy 
street to his car he carried, tucked 
under his arm, the tiger head model 
complete with false teeth and the 
beautiful red tongue. The tiger skin 
draped upon the white plaster head 
created an interesting effect on the 
passersby. 

Traffic pandemonium ensued as 
drivers screeched to a middle-of- 
the-street stop. One small Little 
Leaguer playing in front of his 
house stopped dead still, his ball- 
throwing arm immobilized, as he 
watched the successful “big game 
hunter” place his trophy on the car 
seat and drive off. 


> Still another role was in store for 
the artist-perfectionist in his quest 


for realism. He had researched every 
book on tigers in the library. Dis- 
couraged, he found that in all of 
them there was not a single picture 
of a charging tiger. It was out of the 
question, of course, to view a live 
tiger from the bellyside. Or so 
“Bruss” thought. 

He did not allow for the hand of 
fate, and a trip to the circus with 
his young son. At the Shriner’s 
Barnum and Bailey show at the 
Cow Palace in San Francisco was a 
tiger act. “Bruss” immediately went 
behind the scenes to have a closer 
look, with the result that he soon 
found himself prone on the ground 
beside the lion cage with his cam- 
era aimed between the bars, while 
the trainer put the animals through 
their paces during the next show. 

As they padded above him, the 
trembling “hunter” took careful aim 
with his camera at a leaping tiger 
in the hopes of getting a dramatic 
shot of the underside of the big 
cat. “Bruss” ended up, however, 
with a roll of under-exposed pic- 
tures. To use the flash equipment, 
he feared, might unnerve the ani- 
mals and result disastrously, if not 
for the trainer or himself, at least 
for the camera, recently purchased. 


> The artist’s first-hand knowledge 
went home instead to the drawing 
board, dependent upon his retentive 
memory. He had discovered that 
(1) a tiger’s claws widely separate 
when he jumps; and (2) he does 
not growl or snarl while charging. 
Accuracy was finally sacrificed for 
dramatic effect, however, for the 
tigers printed on a total of 19,000 
posters snarled for every viewer. 


> Far from being frightened, though, 
many of the motoring Americans 
seemed to be favorably impressed 
by the picture. Apparently a large 
segment of the population belong to 
teams or organizations called “The 





Tigers,” for there have been nu- 
merous requests for the poster from 
all parts of the country. As a mat- 
ter of fact, it seems as though every 
alumnus of Princeton has personally 
requested some. 

Besides the paper posters, there 
are also two wood cutouts of the 
tigers measuring 12x40’. One is 
being used in a rotating plan in Chi- 
cago, and the other in a rotating 
plan in Detroit. They cost approxi- 
mately $1,500 each to manufacture, 
and they will be in use until fall of 
this year. 


> The two cutout tigers have al- 
ready been promised, even though 
they still have several months to 
run. The Shrine Children’s Hospital 
in Detroit will receive one of them, 
and the other goes to Princeton — 
each to be permanently installed. 
There have been further requests 
for the cutout tiger. The latest one 
is from the Chicago Park District, 
which has just opened a Children’s 
Zoo in Lincoln Park, and desired 
the wood tiger for permanent in- 
stallation inside one of the build- 
ings with a plaque indicating that 
it had been donated by Chevrolet. 
So to the driver whose esthetic 
sense is offended by the highway 
billboard, and who snarled back at 
the Chevrolet tiger, let him please 
observe the far-reaching cultural 
consequences of at least this bill- 
board sign. Note, also, that Michael- 
angelo could not have paid more 
absorbing attention to detail in the 
perfection of his artistry than did 
commercial artist Brusstar; and not 
even Frank Buck would have dis- 
approved of the beautiful and real- 
istic portrayal of a charging tiger.44 


Translucent Sign Material 
Described by Kemlite 


Information on “Patnel,” a trans- 
lucent sign material with the ad 
message built-in as a part of the 
unit, is available from Kemlite 
Corp., Joliet, Ill. 

Rigid glass fiber reinforced poly- 
ester, Patnel carries a message 
which cannot be destroyed as long 
as the material lasts, since it is not 
surface-printed, nor does it employ 
natural embedment or lamination 
processes. 

It has high-impact resistance and 
can be fabricated with ordinary 
shop tools and installed without 
complications. Messages can be il- 
luminated from the front or rear 
of the Patnel panels. 

The material is custom-made ac- 

. - continued on page 53 
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plastic and metal signs—in large or small.lots—your sign needs can 
be met effectively and economically. If your needs are limited, you 
Mr ae MLO MRM CMT TTL 
certain standard models at less cost. If you require an entire sign 
see LU Le MT eee TT 
efficiency and economy of dealing with a single supplier. Write or call 


today for complete information or a visit by one of our representatives 
MULHOLLAND-HARPER CO 
9800 Tacony St., Philadelphia 24, Pa gst 
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Wow! Now you can keep low cost signs selling all night! 


If you’ve always thought reflectorizing your highway 
“‘tacker”’ signs was a great idea but too rich for the 
budget, here’s good news. Now you can keep all those 
signs selling after sundown, reaching 50% more motor- 
ists than ever before. And at /ess cost per reader than 
with day-time-only signs! 

The reason is “‘Codit’’ Reflective Liquid, made to 
order by the 3M Company for inexpensive signs. At 
night, under headlight beams, it comes to life with 
dramatic brilliance. That’s because it contains millions 


3M Company, Dept. RCQ-41, St. Paul 6, Minnesota 


At no obligation to me, please have a representative call with the 
complete story on ‘‘Codit'’ Reflective Liquid 


Name 
Company 
Address 
City 


Zone State 


DIT 


BRAND 
REFLECTIVE LIQUID 


of tiny reflectors which reflect light /00 times brighter 
than the whitest paint. 

See for yourself. In a darkened room, shine a flash- 
light on the page at the right. See those miniature signs 
jump! Then sketch your own sign on the page, and 
watch how “‘Codit’”’ Reflective Liquid gives it greater 
selling impact. Now you're ready for the clincher—the 
low price. A 3M representative or your local sign com- 
pany will gladly give you an estimate. Start the ball 
rolling. Mail the coupon today. 


MAKE THIS TEST. Sketch your sign on 
sample page at right. Use Tempera or grease 
pencil. Do not “‘fix.’’ With flashlight at eye level, 
aim beam at sign—12-ft. away in darkened room. 


DON’T MISS IT! One-third of all traffic 
Miiwwesora [itmine ano \ffanuracrunine company moves at night. Plain signs hide in the dark— 
miss all those prospects. But not signs of 
“Codit’’ Liquid—seen and read all night 





WATKINS 
PRODUCTS 


See how “Codit” Reflective Liquid will work for you! 
Make your own miniature sign below. 
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cording to the customer’s specifica- 
tions in size, thickness, rigidity, 
message and color. It is suggested 
for communications such as trade- 
mark displays, mathematical tables, 
formulae, directions, warnings, op- 
erating instructions, etc. 
Samples are available. 
. for more details circle 404, page 139 


Vizuclips in Display 
Shown in New Catalog 


An illustrated catalog showing 
Vizuclips, display attachments for 
perforated panels, has been released 
by L. A. Darling Co., Bronson, 
Mich. 

The catalog shows the complete 
line for displaying all types of mer- 
chandise on either 14” or 4%” panels. 
Prices and sizes are given for each 
type of Vizuclip shown in the cata- 
log. 


- for more details circle 405, page 139 


Plexiglas Letter Line 
Shown in Catalog 


Specifications on a_ stock line 
of formed Plexiglas sign letters are 
available in an illustrated catalog 
now available from the Plast-Ad 
Mfg. Co., South Bend, Ind. 

The letters are available in 
Futura and gothic style capitals; 
lower case gothic. Mounting styles 
include plain, full-flanged and con- 
tour with adhesive pads, stud plas- 
tic mounting blocks, or clear plastic 
brackets. 

Colors include black, white and 
primary colors. Sizes range from 
4” to 20” in Futura styles; 5” to 16” 
in gothic. 

The catalog includes a_ layout 
chart for finding the letter widths 
according to style and vertical size. 

- for more details circle 406, page 139 


Lowcost Plexiglas Unit 
Offers Modular Benefits 


A new stock wall sign which can 
be used singly in multiple units 
has been introduced by Mulholland- 
Harper Co. 

Marketed under the name of 
“Shopper,” the unit measures 73x 
28” and has a single Plexiglas face 
mounted in an extruded aluminum 
frame. The sign provides extra high 
light output because of a new type 
power groove fluorescent lamp and 
flush mounting against the building 
front or canopy. 

Additional details can be ob- 
tained from Mulholland-Harper Co., 
5820 Tacony St., Philadelphia 24. 44 


Type can whisper; Type can shout— 
Bundscho knows what Type’s about 


Here Type Can 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * 


When ready- to - buy consumers re- 
member your brand name... . 
your merchandising program be- 
comes a success. 

To meet this sharp test at the point 
of sale, a product requires above- 
the-ordinary identification that 
gives dramatic impact to a brand 
name. That’s why manufacturers 
from all industries choose K-C-S 
signs and displays. 

Outstanding design, superb produc- 
tion skill and merchandising experi- 
ence go to work building sales for 
your product — when you call 
on K-C-S. 


signs, merchandisers, displays, plaques 


to be remembered — 
REMEMBER 


Chicago 1 


Kirby-Cogeshall-Steinau Co., Inc. 606 E. Clybourn St., Milwaukee 2, Wis. 


Kirby-Cogeshall-Steinau Co., Inc., 606 E. Clybourn, Milwaukee 2, Wis. 
Please send information on K-C-S point-of-sale signs and displays. 


IN ici biter tac nein eensines chine ahem 


COMPANY. 
ADDRESS. 


AR4 
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Aeas that sell at the point of sale 


Your pay-off advertising at the point of sale can be made more effective through CSP’s 
complete service. We do the whole job...create, design, produce ...a single dis- 
play or a year-round program. We produce displays of every kind, plastic, cardboard, 
metal, cloth or you name it, including complete dealer kits. Whatever your product 
or market, we can do the whole job—from idea to distribution—better! For new 
brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, IIl. 
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plastic spark plug projects out 
side window. “Explosion’’ ef 
fect is created by Day-Glo 
printed papes trim mounted in 
7 side window. Specially devel 
oped adhesive pads attach dis 
play easily to window or wall 
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motion. Giant product 
package houses AC 
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| THIS DOOR 
TO BE GIVEN AWAY 


TOA LUCKY WRIGLEY WINNER” 


Tard SAT MITE AT CLODING TIME 


By Haviland F. Reves 


Traffic is a major factor in the 
selection of any promotion medium, 
and few locations offer a greater ex- 
posure on a consistent basis than 
supermarkets. 

Alumatic Windows Inc., Detroit, 
manufacturers of the patented In- 
terlock Doors, tapped a new market 
potential by a series of displays in 
Wrigley Supermarkets, largest 
Detroit independent chain (about 
100 stores). The choice of this un- 
usual approach for a building prod- 
ucts firm was made primarily be- 
cause of the opportunity to reach 
a sizable segment of the population. 

Like many good promotional 
ideas, this one was the joint con- 
ception and execution of two com- 
panies—Alumatic and Gold Bell 
Gift Stamps, a leader in the Motor 
City area and whose stamps are 
regularly given to Wrigley cus- 
tomers. 

Displays were set up in each par- 
ticipating store for a week at a time, 
using an actual Interlock Door dis- 
play, with appropriate signs and 
literature for the customer. A sales 
representative was assigned to man 
the display (originally 20 men par- 
ticipated, on a double shift basis but 
the number later dropped to six). 


> Preferred locations were at high 


’ 


If you use the right kind of display, you can _ 
sell aluminum doors even in a supermarket. ag 


Saag “5 


traffic points—typically between the 
store entrance and the checkout 
stands. Differences in store layout 
and conditions made some varia- 
tions necessary. One store with two 
separated entrances created a real 
problem, and the single door dis- 
play only served effectively the cus- 
tomers using one of the entrances. 
The displays in these front positions 
attracted attention through the store 
windows. 

The unique features of the door 
were shown by the sales rep- 
resentative in the store. The tie-in 
objective was a home demonstra- 
tion-and each customer who signed 
up for a demonstration (not sale) 
was given 500 Gold Bell stamps. 
This was the phase of the promotion 
which of course provided the in- 
centive for the stamp company, with 
Alumatic, of course, buying the 
stamps. 

A further promotional step was 
the award of a door on Saturday 
night at the close of each week’s 


demonstration. Customers signed 
cards—there was no requirement 
for a tie-in sale, and one received 
the door for his home. 

The unique promotional exposure 
appeared to be successful, accord- 
ing to participants, though no cen- 
tral record of sales was maintained. 
Thus Ray Miller, Alumatic sales- 
manager, noted that the plan “puts 
our name before a lot of the people” 
—with some stores doing a much 
better job than others, depending 
on store and location. He pointed 
to the declining participation by 
sales representatives as _ possible 
evidence that sales results directly 
were not too encouraging. On the 
other hand, Jim Ruff, sales rep- 
resentative in some of the demon- 
strations, called results, though un- 
tabulated, “very good.” The essen- 
tial benefit lay in the exposure of 
many new people to the door— 
something they might never see 
through the usual channels of dis- 
play presentation. 44 
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Counter Space is a Place 
to Display and to Sell 


In this first of a forthcoming series of photographic studies 
of fields in sales promotion, we look at the highly-competi- 


tive retail counter top 


STOP, LOOK |” 
+ 


LIST 'EM 


Pilferproof Merchandiser . . . Permanent Motion Monarch Unit . 


. . Dealer display 
Paper Mate counter display provides vis- for Remington 


Flint Merchandiser . . . Counter unit for 
Rand’s new Monarch 


ibility and safety at the same time. Open 
front unit is framed in walnut and has 
locking device controlled from back of 
display. Display holds 36 pens and re- 
fills 


model features cardboard dummy which 
folds down to hold actual machine. Mo- 
tion is obtained through light in back of 
cylinder. Industrial Lithographic, New 
York is the producer 


Ekco Products Co. acts as sales stimula- 
tor with knife display and promotion 
copy. Display is pre-packed with assort- 
ment of 72 knives in one master shipper 
carton. Produced by Forbes Lithograph- 


ing, Chicago. 


Color Matching Display . . . Hosiery swatch unit 
for Sapphire Inc. holds one dozen samples of var- 
ious shades currently available with appliqued 
patches indicating coordinated fabrics and shoes 
for that particular color of hosiery. Counter dis- 
play is made of wire with wood base finished in 
antique white marbelized with a gold overspray. 
Created and produced by Consolidated Lithograph- 
ing Corp., Carle Place, N.Y. 
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FIRST CLASS 


Permit No. 95 
(Sec. 34.9, P. L. & &.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Malied in United States 


~-—POSTAGE WILL BE PAID BY-— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 





Enter my NEW subscription to 
Asivertising 


Requirements 


for () 2 Years (24 issues) at $5 
[] 3 Year (12 issues) at $3 
C) Payment enclosed [] Bill firm [J Billme  A® és the only mage- 


No extra postage for Canada o: Pan America. Add $2 year forforeign,  7ine that’s devoted 
to all the things an 
advertising man does 
besides buying time or 
cue Aids space in advertising 
oe eae aad media. it covers all 
non-media functions in 
detail, in depth, with 

Nature of Busine: penetration. 


Advertising Requirements ~- 200£. tilincis - Chicago 11, Illinois 


Name & Title 





Gotta 
Sign Problem? 


See RRR Ree 


(GD the Aresher retresher 
Royal Crown. 
YSola 
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Literature and Product Dispensers Sales-boosting counter units for Sylvania Flash- 
bulbs offer free booklet on flashbulb photography with purchase of product. Bulbs and 
booklets are shipped in shipper-display which is easily converted for counter use. Bold, 
bright printing catches customer’s attention at point-of-sale. Designed and produced by 
Hinde & Dauch Div., West Virginia Pulp and Paper for Sylvania Electric Products Inc., 
subsidiary General Telephone & Electronics Corp 
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Plastic Jumble Display . . 
This counter unit provides 
room for 100 tubes of prod- 
uct while maintaining coun- 
ter size restrictions with 
added height. Transparent 
plastic provides greater sales 
appeal through _ increased 
visibility. Designed for Chap 
Stick Co. by Robert Zeid- 
man Associates. 


OUTDOOR. 
INDOOR 
CLOCKS 

And 
SIGNS 


Sign Crafters, and their affili- 
ated companies, Plasti Signs, 
Inc. of Evansville and Neon 
Art Signs, Inc. of Louisville, 
offer a complete service to the 
quantity and individual sign 
user—everything from adver- 
tising clocks to extensive 
national dealer identification 
programs. The combined organ- 
izations have complete facilities 
for all types of electrical sign 
production. 
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Write today for complete _in- 
POPAI Winner Plastic counter unit for Qualatex Elephant . . . Pioneer Rubber formation. Ask about our Sign 


Rental Program. 
Frances Denney cosmetics was awarded blue Co. appeals to the circus-loving crowd 
ribbon for outstanding design in POPAI’s with self-service display. Unit holds two A 
1960 merchandising awards competition dozen 10¢ and one dozen 25¢ Quala- Sign C 
Unit presents maximum merchandise in min- tex balloons. Self-adhering adhesive rth 


Inc. 
mum space. Kirby-Cogeshall-Steinau Co. strips provide quick loading | n e, Ind 


! 
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eer » ff 


\ 


April 1961 + @ - 59 





“let’s run it up the flagpole 


and see who salutes it” 


This Madison Avenue expression gets more 
than a chuckle... it gets across a very 
important point. Will the basic idea behind 
a particular campaign do the job 

it’s intended to do. The same thought 
should be actively applied to the selection 
and purchasing of paper. You must be 
assured that the paper you specify will 
perform in exact accordance with your own 


pre-set standards... right down the line. 


Fraser printing papers 


receive the salutes... 


*SNOWLAND BOND, MIMEO AND 
DUPLICATOR, FRA-OPAQUE 


MS a fraser Proper 


FRASER PAPER, LIMITED 


SALES OFFICES: NEW YORK, CHICAGO 
MILLS: MADAWASKA, MAINE 
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& vacation calendar 
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Why Manpower Prints for Itself 


This Milwaukee-based company does much of 
its own printing, but unless you share some of its 
peculiar characteristics, it might not work for you. 


By Ed Sachs 
AR Associate Editor 


Is your company debating wheth- 
er to have in-plant printing facilities? 

The debate has ended in the ex- 
ecutive offices of Manpower Inc. 
That company has decided to do 
some of its own printing. 

In fact, Manpower is now in the 
printing business. Admittedly, the 
purchase of a printing company and 
the decision to operate it were big 
steps to take. Yet, executives of 
Manpower are convinced that they 
have made a smart move. 


» Here are some of the advantages 
that Manpower executives say they 
realize by having their own print- 
ing facilities: 


e They are getting more for their 
printing dollar. The move has made 
sense in dollars and cents. 


e They are getting quick delivery 
on their printing. And, in emer- 
gency situations they can get their 
printing quicker than if they used 
outside sources. 


e They no longer have to use ex- 
pensive floor space to store printed 
material. 


e They get the quality they think 
they need. 


e Lines of command to the printer 
are clearly defined. 


Because printing remains such 
an important part of the area of 
concern for the sales promotion ex- 
ecutive, the Manpower move and 
the reasons for it are probably of 
interest and will be detailed. 

However, it should be stressed 
that Manpower has an unusually 
large volume of printing and the 
company’s requirement for this 


activity was the major factor for 
it to go into the printing business. 
If your printing needs are minor, 
then it would be foolish to do what 
Manpower has done. 


> Perhaps it would be best to con- 
sider the company itself to under- 
stand its printing problems. Al- 
though it is Milwaukee-based, 
about a block from that city’s most 
important downtown’ east-west 
street, Manpower is an _ interna- 
tionally operating organization. As 
of June 30, 1960, the last time it 
tabulated its resources, Manpower 
had 220 offices in the United States 
and Sweden, Spain, Portugal, Italy, 
Israel, Germany, France, England, 
Denmark, Belgium and Mexico. 
Since then it has opened offices in 
Hawaii and Japan. Total Manpower 
customers numbered 65,797. More 
than 122,000 temporary employes 
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photocomposition 


A brief, informative review of 
photocomposing equipment and 
methods, and of the techniques 
which have been developed by 
Progressive Composition Company 
Also covers the uses, advantages 
and some of the disadvantages 

of this new form of typography. 
Free upon request. Write. 


PROGRESSIVE Composition Co. 
9th and Sansom Sts., Phila. 7 WAInut 2-2711 


9s, 
PP. 
evident - 
Co: 


The PROGRESS + HANSON - PROGRESSIVE Grow; 


One of America’s Most Complete 
a 


sraphic Arts Organizations 





Branches: 
New York * Newark « Lancaster « Wilmington 
Baltimore + Washington « Richmond « Charlotte 


Idea Art Portfolio 
No. 6 is Ready! 


Ready to give your creativity a lift... 
ready to use —a brand new collection 
of unusual studio art. The first new Idea 
Art Portfolio in two years. 100 draw- 
ings, each in several sizes, light-touch 
and realistic. $29.50 complete, includes 
full reproduction rights. Order on ap- 
proval for 10-day FREE EXAMINATION. 


IDEA ART 


30 East 10th St., New York 3, N. Y. 
Phone: LF 3-6622 
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worked a total of 18,000,000 hours. 
Total sales of the company and its 
licensees was $35,240,985. 

What is its business? In brief, 
Manpower is in the business of 
offering temporary workers to busi- 
ness and industry. These include 
office workers, industrial and fac- 
tory people, promotional aides, en- 
gineers, draftsmen, technicians and 
extra salesmen. In addition, Man- 
power is in several other businesses 
ranging from bonded maid service 
to operation of a business training 
school where students learn princi- 
ples and techniques of operating 
data processing and other electronic 
equipment. 

The main problem a business of 
this nature faces is the fact that a 
very small percentage of its people 
work in any one place. The com- 
pany needs a steady stream of bul- 
letins, announcements, notices, 
forms, special mailings and other 
printed materials in the course of 
letting everyone know what is go- 
ing on within the organization. 
Manpower has competitors and the 
services Manpower offers are con- 
stantly changing. Old customers 
have to be constantly contacted, 
again via printed material, so that 
Manpower can retain their business. 
And new business must be obtained. 
This again calls for a large flow of 
printed material. 


> Manpower printing orders are 
large ones. For example, when it 
wanted to send out a mailing to 
general managers of industrial in- 
stallations, a business solicitation 
letter with a return coupon, its 
order was for 550,000. Other orders 
on routine types of printing ma- 
terial are constantly around the 
500,000 figure. One executive has 
estimated that the total number of 
printed pieces that Manpower sends 
out in a business year is over 
6,000,000. 

As you know, Milwaukee is a 
highly-regarded graphic arts center. 
It had many printers with whom 
Manpower did business. For the 
most part, relations were good. Yet 
the huge volume of printing that 
Manpower required seemed to in- 
dicate to that company that it 
needed its own printing facilities. 


> Here were some of the problems: 


e As a rapidly expanding organiza- 
tion in a city where new business 
building has not been remarkable, 
Manpower executives were un- 
happy when they realized how 
much valuable office space in the 
executive offices was being used for 
storage of printing materials. 


e Some printing equipment was 


available to Manpower within its 
home office. However, this seemed 
to cause as many problems as it 
solved. There seemed to be a tre- 
mendous amount of unnecessary 
traffic between other departments 
and the print shop. 


@e When Manpower needed some- 
thing in a hurry, it needed more 
than an obliging printer. Even the 
most obliging printer would be 
hard-pressed to make a rush job of 
some 500,000 pieces available as 
quickly as Manpower sometimes 
needs it. Few printers have that 
much paper on hand, to name just 
one objection. 


There was an old printing firm on 
Milwaukee’s south side. Once pro- 
gressive and creative, it had fallen 
into a gentle decline as its owner 
reached his 90th year. When Man- 
power found that it could purchase 
this company, the Meisenheimer 
Printing Co., it did so. It hoped by 
purchasing the company it would 
solve some of its problems. And, it 
should be pointed out, such was the 
tax situation that it was advanta- 
geous for the company to make the 
purchase. 

Manpower executives were aware 
that many owners of in-plant print- 
ing facilities have their complaints. 
These include: 


1. Inability of many business ex- 
ecutives to understand the problems 
of printers and their equipment; 


2. High fixed cost; 
3. Problems of supervising; 
4. Lack of quality controls; 


5. Lack of cost controls. 


Manpower took steps to see that 
these problems would not be pres- 
ent. First, they set up the Meisen- 
heimer Printing Co., as a division of 
Manpower with its own set of books. 
They got a trained printing execu- 
tive to run the business. They felt 
that if Meisenheimer was to work, 





I'm tying business paper ads, direct 
mail, visual aids into one, big pack- 
age — like you said. 





Lick and a promise 


YOUR BUSINESS CORRESPONDENCE 
deserves so much more than that! 
Consider the letters you send as care- 
fully as you’d consider the call you 
might make in person. Remember that 
when your letter is in your customer’s 
hands, it represents you! 

Think about what you say in your 
letter, first of all. Then how you say it. 


HOWARD PAPER MILLS, 


INC. 


And don’t overlook the importance of 
the paper you select for your letter- 
head... the neatness with which your 
letter is typed... even the envelope 
you use to carry your message. 
Because the letter you send is you, 
give it the crisp crackle of urgency— 
the bright whiteness of sincerity —the 
“feel” of your own business personal- 
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ity. Give it, in short, all the advantages 
you can get when you put your letter- 
head on Howarp Bonp. 

Your printer or paper merchant can 
show you Howarp Bonp samples and 
quote you prices. Examine the paper, 
reflect on the price, judge for yourself. 
ALL HOWARD PAPERS are quality 
controlled by Acc “Ray 


URBANA, OHIO 


Howard , Bond 


Companion Lines: Howard Ledger * Mimeograph 


“The Nation’s 


Maxw Offset 


Business Paper”’ 


Duplicator * Posting Ledger + Du-All 


80—Hand Made Style Finish 






All Howard Papers quality controlled by le.Upay Printed on Maxwell Offset-—Basis 80— Hand Made Style Finish 


Discoveries in American Art 
Vaxwell 


“St. Patrick’s Pigeons” is John C. Pellew’s title for his spiritual rendering of 
the famous Fifth Avenue landmark. Mr. Pellew is a faculty member of the 
Famous Artists School and has participated in all major exhibitions since 1934. 
He has had several one-man shows. Among the most cherished of his numerous 
awards is his recent Henry W. Ranger Purchase Award by the National 
Academy. If you like this reproduction 


. wait "til you see your own color 
work reproduced on Maxwell Offset! 


HOWARD PAPER MILLS, INC 


Subsidiary of (®)SeRegis - Franklin, Ohio 
PaPrEeR company 





it had to stand on its own feet. It 
had to be run as efficiently as if it 
were a competitive firm. 

Not only did this give the Man- 
power people the feeling that cost 
controls would be in effect, the hir- 
ing of a printing executive left 
personnel and equipment problems 
up to a man who was trained to 
cope with them. As far as quality 
was concerned, Manpower still asks 
for printing bids on all of its large 
orders from competitive firms. If an 
outside printer can do the job 
cheaper than Meisenheimer he is to 
be given the job. Manpower feels 
that in addition to making Meisen- 
heimer economically sound through 
competitive bidding, it will also in- 
sure that Meisenheimer quality will 
be up to par. If it isn’t, it won’t be a 
case of Manpower not having any 
choice. It can go to another print- 
ing source. 

Manpower executives make much 
of the fact that they expect Meisen- 
heimer bids to be competitive. How- 
ever, there are many cases when 
the special situation will be con- 
sidered in addition to costs. When 
Meisenheimer has down time, then 
Manpower people expect it to use 
that time to run off the usual Man- 
power forms. When you are using 
555,000 at a crack, you can always 
use a few thousand more copies. 
Manpower people also expect to be 
able to anticipate rush orders and 
they expect Meisenheimer to buy 
the necessary paper and inks in ex- 
pectation of that possibility becom- 
ing a business fact. Outside printers 
won’t, and can’t, and shouldn’t, be 
expected to take this type of step, 
Manpower believes. 


> How is it working? 

Well, first of all, Meisenheimer 
has floor space of 26,000 square feet 
in a two story building. Already, 
much executive office space has 
been released from strain of storage. 

No longer is there a stream of 
people going up to the printing de- 
partment. Meisenheimer is a good 
bus trip away from the Manpower 
offices. A direct line connects the 
two establishments and when proofs 
have to be checked, a Meisenheimer 
salesman brings it over. Yes, a 
salesmen. 

Manpower expects Meisenheimer 
to develop its own business and the 
printing division has two fulltime 
salesman beating the Milwaukee 
bushes for print orders. 

Priority schedules have been 
worked out and the printing execu- 
tive in charge of the Meisenheimer 
shop expects to keep them. He has 
three office workers, six operating 
pressmen and feeders, and seven 
workers in his bindery to handle 
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experts 


achieve 
the sharpest, 
clearest, 
most exacting 
definition possible 
on high-opacity 


RELYON 


REPRODUCTION PAPERS 


The quality of a repro proof is fin- 
est on high-opacity Relyon, the 
reproduction paper that always 
delivers the clean, exacting, flaw- 
less definition you require. Ask 
for it. 


IF YOU WOULD LIKE SOME TEST 
SAMPLES FOR YOUR TYPOGRAPHER, 
WRITE DEPT. AR-41... 


LUDLOW PAPERS 
Ware, Massachusetts 


A Division of 
Lud/ow Corporation 
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GIFT CERTIFICATE 


PERSUADER 


By habit people associate promo- 
tional material printed on check 
paper with money. They look at it 
closer . . . keep it longer. 

For magazine subscription forms, 
use Bergstrom safety papers to in- 
sure greater response . . . they are 
hidden persuaders that motivate 
action. 


Write for your free copy of our 
“SAFETY PAPER IDEA BOOK.” 


SInce 1904 


BERGSTROM 
PAPER COMPANY 


NEENAH, WISCONSIN 


“ON! ‘SBUNLOId WEN ‘0961 


= 
Mr. Magoo says you can’t afford 
to be near-sighted about cancer. 
Too dangerous. Too much to lose. 
Maybe your life. 

Got to look ahead. Play it safe. 
Many cancers can be cured if de- 
tected early and treated promptly. 

Be far-sighted. Have a health 
checkup every year. It could save 
your life. 


AMERICAN CANCER SOCIETY 
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business. If Manpower has one of 


| its usual rush jobs, he can add a 


shift. For the most part Meisen- 
heimer works on a eight hour shift. 


| However, it is geared to go to 16 or 
| 24 if needed. 


| » Organizationally, Andy Bergamini, 


plant manager of Meisenheimer, re- 


| ports to Gene Huebner, administra- 


| executive 


tive assistant to John H. Frank, 
vice president. Dave 


| Twells, Manpower purchasing agent, 


| responsibile for 


is directly responsibile for the com- 
petitive bid-letting and awarding. 
James Scheinfeld, vice president, is 
the departments 


| which make the greatest use of the 


material printed by Meisenheimer, 
sales, advertising and public rela- 
tions. 

You may be interested in the in- 
ventory of equipment Manpower 
feels it needs at Meisenheimer. It 
includes: 

1 10x14 Multigraph; 2 10x13 
Multilith 1250 with continuous feed; 
2 10x13 Multilith 1250 with pile 
feed; 1 14x20 ATF offset; 1 18x24 
ATF offset; 1 36x48 Harris offset; 
2 41x54 Harris offset; 1 9x12 Pitney- 
Bowes letter folder; 1 17x22 Baum 
folder; 1 25x38 Baum folder; 2 55” 
Harris Seybold cutters; 1 Fototype 
copy camera, 8%xll; 1 Nu-Arc 
vacuum frame platemaker; 2 Elliot 
mailing machines; 1 IBM heat 
transfer unit; 1 16=pocket semi- 
automatic gatherer; 1 paper drill; 1 
Challenge single head stitcher; 1 
challenge round cornerer, 1 Pro- 
type machine. 


>» Located in the main headquarters 
building is the typing pool of Man- 
power where much of the material 
for duplication on the Multiliths is 
prepared. The typing pool can pre- 
pare paper plates, mechanical nega- 
tives or type material directly onto 
reproduction paper. Located close to 
the typing pool is a mimeograph and 
a Ditto machine. Since stencils for 
both these machines are prepared 
in the typing pool it is not necessary 
to locate these machines at Meisen- 
heimer, Manpower executives feel. 

In addition to this equipment, the 
typing pool has 1 IBM executive 
machine; 1 IBM pica with carbon 
ribbon; 2 IBM elite and 4 IBM pica. 


> In this first year of operation, 
Manpower has found many reasons 
to be happy about its choice. The 
company feels that the peaks and 
valleys of the printing business have 
been taken care of. Manpower can 
offer a steady flow of work to 
Meisenheimer and this keeps that 
division busy. Meisenheimer can 
keep its machines and employes 
busy, and the results are that ma- 


chinery is never too busy not to be 
kept in perfect working order, 
eliminating costly repair work, and 
its people are never so rushed and 
overworked that overtime becomes 
a constant factor. 

It was a big step that took Man- 
power into the printing business. It 
was a step that grew out of discus- 
sions about in-plant printing, dis- 
cussions that might echo the agenda 
or meetings you are now holding 
within your own organization. Per- 
haps you should duplicate Man- 
power’s action. More likely, per- 
haps you should consider some of 
the reasoning that Manpower fol- 
lowed in evaluating just what the 
company could expect for its print- 
ing buying dollar. If you feel you’re 
being short-changed as you buy 
printing, perhaps a_ solution lies 
within a variation of the Manpower 
situation. 44 


Amsterdam Handles New 
West German Typeface 


Largo, an expanded capital-letter 
typeface with small serif accents is 
available on American point body 


LARGO BOLD 


from Amsterdam Continental Types 
& Graphic Equipment Inc., New 
York. 

Designed and manufactured in 
West Germany by the Ludwig & 
Mayer Type Foundry, Frankfort, 
Largo is available in a range of 
body sizes from 4 to 30 point in reg- 
ular, semi-bold and bold. 

Sample sheets of Largo are avail- 
able. 


. for more details circle 407, page 139 





Mimeograph Line Adds 
Collating Interleaver 


A collating interleaver has been 
perfected for the Rex-Rotary model 
D-490 twin-cylinder mimeograph, it 
has been announced by the Rex- 
Rotary Distributing Corp., 387 Park 
Av., New York 16. 

The interleaver will be used when 
the customer wants to send out sales 
letters with order blanks, to name 
just one application. According to 
the company, “No time is wasted in 
collating with a Rex Rotary D-490. 
As the duplicator prints the second 
sheet or enclosure, the interleaver 
collates with it a copy of the pre- 
viously printed sheet.” 

Another use is slipsheeting to 
prevent soiling the back of the 
printed sheets, according to litera- 
ture of Rex-Rotary. 44 
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84 point 


newest y 


72 point (60 point available) 


design 


48 point 


now available 


36 point (30 point available) 


from your dealer: 


24 point 
Craw Clarendon Condensed 


18 point 


ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz& 
wl "- $12345678906% 

14 point 


A valuable addition to a growing family* 
of modern designs! 


*Craw Clarendon: 


ABCDEFGHIJKLMNOPQRSTUVWXYZ& 12345678908 
abcdefghijklmnopqrstuvwxyz?! 


*Craw Clarendon Book: 


fs ABCDEFGHIJKLMNOPQRSTUVWXYZ& 1234567890$ 
ie abcdefghijklmnopqrstuvwxyz?! 





By Bob Westenberg 

Asst. Advertising Manager 
Can-Pro Corp. 

Fond du Lac, Wis. 


There are some hidden benefits to 
be gained from working with a 
publication’s advertising manager 
rather than against him. A number 
of agencies and advertising depart- 
ments seem to look upon the ad 
manager as some kind of dragon 
doing his darndest to give them a 
bum deal. Their dealings with him 
bear it out. 

Some outstanding candidates for 
the advertising manager’s blacklist 
don’t realize that they are only 
hurting themselves or their clients. 
Take, for example, the guy who 
writes me each and every month 
to take me to task for the position 
his client gets. If it is on a left hand 
page, it should have been on a right 
hand page. If it is on a right hand 
page, it should have been closer to 
the front of the book. 

After six or eight months of this, 
his complaints have become mean- 
ingless. And I must admit, if it 
comes to a choice between which of 
two advertisers will get a better 
spot when it’s time to dummy, if he 
happens to be one of the two, it’s 
the other guy who comes out on top. 


When this article was written, Mr. Westen- 
berg was advertising manager of All-Pets 
Magazine, Fond du Lac. 
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Be Friendly 
with the 
Ad Manager 


The advertising managers of the 
magazines you use can be a great 
help to you, if you understand what 
makes life easier for them 


>» The chronic late-comer is another 
persistent thorn in the side. Wheth- 
er he is preparing an ad a week or 
a year in advance, the first thing he 
wants to know is how long an ex- 
tension he can get. Plates, art, or 
layout come in past deadline. Al- 
most any publication can manipu- 
late things to connive some extra 
days of grace for late ads. 

But it usually means special ar- 
rangements with the printer or en- 
graver, overtime, or something 
equally distasteful. Sometimes the 
best regulated advertisers get in a 
bind that requires time to work out. 
And almost any advertising man- 
ager is glad to bend over backwards 
to accommodate him. Make it a 
habit, and you’re inviting problems. 
Keep it at an honest minimum and 
you'll seldom have trouble getting 
an extension when you need it. 

When a publication makes a mis- 
take in your ad, nine times out of 
ten you can bet they'll rectify it to 
your satisfaction. Some people seem 
to enjoy crucifying the ad manager 
if it should happen to them. I’ve 
been accused of being an incom- 
petent idiot for running an ad in a 
month in which it wasn’t ordered. 

The letter I received wasn’t fit 
to show to the women in our office. 
Sometimes these things happen. It 
only takes one simple, clerical 
error. If it happens to you, you'll 
raise yourself several notches on 
the ad manager’s totem pole by 


treating it in a businesslike manner 
without any reference to his ability, 
department, or genealogy. You'll 
accomplish the same thing this way. 
And you'll find he will be anxious to 
make it up to you when the chance 
presents itself. 

In our field, we receive quite a 
few inquiries from readers looking 
for specific items. These, of course, 
are forwarded to advertisers. It often 
happens that there are several ad- 
vertisers who can furnish the item 
desired. When checking the list for 
the one who will get the inquiry, 
somehow the chronic griper, or the 


writer of poison pen letters is over- 
looked. 


> Even more important than single 
order inquiries, we often get wind 
of a new manufacturer’s rep plan- 
ning to open his doors. This is a 
premium bit of news, as it’s usually 
the guy who gets there first with 
a good sales story who ends up with 
his merchandise being handled by 
the new rep. Here again, the ad- 
vertiser who let me off lightly when 
we muffed his ad is the first name to 
come up. 

Maybe in our business these op- 
portunities to do a good turn for ad- 
vertisers are more frequent than in 
others. Another time, we heard of 
a firm planning to put out a new 
rack in chain stores. They asked us 
for the names of products we 


-«. continued on page 72 
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ASCTUAL 
SAMPLES 


Free packet of offset samples— 
36 actual jobs run on the 
amazing 320 TABLE TOP 
Offset. Here's what you get: 


ot 


vonezjuebiC 


e Letterheads « Bulletins 
Here's proof e Post Cards « Programs 
e Office Forms « Stationery 
e Sales Sheets « Price Lists 
save money Engineering Drawings 
and improve e Legal Documents 
e Admission Tickets 
e Punched Tabulating Cards 
your copies! * Xmas Cards « Small 


~ Newspaper e MANY MORE 


TEST AND COMPARE these copies with the cop 


ow getting. You'll be amazed at the difference 


that you can 


the quality of 


SJIdWVS 138440 1383 


Send card for your free packet 
of offset samples today! 








» look 


ILLUSTRATIONS 


BULLETINS 


of jobs 
the A.B DICK model 320 


TABLETOP OFFSET DUPLICATOR 
prints ata 


big savings 


Think of it! A compact (27” x 24” x 35”) versatile 
offset machine designed to fit even the smallest office. 
You've never seen anything like it. The 320 gives printshop 
results at a fraction of the cost. Produces beautiful, 
exact copies (up to 7800 per hour) of line work, 
halftones, and text in black and white or colors. Office 
girls who have worked with this TABLETOP OFFSET 
say it’s easier to operate than most office machines. 
You get perfect copies from first to last, because exclusive 
Aquamatic control meters exact amount of fountain 
solution to properly balance water and ink. 
And its price is as small as its profile. 

Send for sample packet of 3, 4, and 5 color jobs, 
halftones, intricate artwork, drawings and forms. 
MAIL THE ATTACHED CARD TODAY! 


fay A-B-DICK 


DUPLICATING PRODUCTS 


FINE LINE DRAWINGS LIFE-LIKE STATIONERY 
HALFTONES 
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IF GUMMED © 
PAPER 

PRINTING 

PROBLEMS 


Settle your nerves 
with this 


Fee Shommed 


Paper 
Sample Book 4 


Here’s what you'll get: Sample 
sheets of Brown-Bridge’s full 


line ¢ Complete list of colors, 


finishes, sizes, and gummings ¢ Printing o< 
surface specifier ¢ Gumming selector ¢ Printing and handling 
guide. Ask for book P-241 


THE BROWN-BRIDGE MILLS, INC., TROY, OHIO 


NEW YORK, 6 E. 45th St. © PHILADELPHIA, 215 Ford Road, Bala-Cynwyd, Pa. © CHICAGO, 


608 S. Dear- 


born © ST.LOUIS, 4378 Lindell Blvd. © FT. WORTH, 2416 Cullen St. © SAN FRANCISCO, 420 Market St. 


FILMSTRIPS 


From Artwork or Transparencies 
Black & White or Color 


FAST SERVICE 


Also Record Pressings or Tapes 
35mm color duplicate slides 


write for prices 
Colind Photography, Inc. 
P.O. Box 165, Peoria, Illinois 
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e - es 
Imprinting Service 
Let us personalize your national adver- 
tising by imprinting it with the names, 
addresses, and trade marks of local dis- 
tributors. We handle tabloids, magazines 


catalogs, booklets and folders in runs 
of all sizes. 


SERSEN’S IMPRINTING wc. 
120 So. Sangamon St. 
CH 3-2050 Chicago 7, Ill. 








thought should be included. A 
score of advertisers got a foot in the 
front door via our recommendations. 
And again, the advertiser who prac- 
ticed good “public relations” with 
us was the one on the list. 


> Review your own dealings with 
the publications you use. You may 
have missed some of the opportuni- 
ties mentioned because of them. 
You don’t have to butter up the ad 
manager, or treat him as if he were 
on a pedestal. But being fair, keep- 
ing cool, and working with him can 
uncover a harvest of extra benefits 
you never even knew were there. 

44 


Stamping, Printing Set 
Introduced by American 


American Stamp Works, 49 Ward 
St., Paterson, N.J. has announced 
the development of a printing and 
stamping set with interchangeable 
letters, numbers and punctuation 
marks. 

Because each letter and number 
is shaped to snap in and out of the 
grooves of the holder, the user of 
the set is said to be able to set any 
copy required in a matter of sec- 
onds. 

Sets contain more than 250 letters 
and numbers, type tweezers, stamp 
pad, four-line holder and an extra 
holder. Prices range from $4.95 to 
$9.95 for each complete set. 44 


Multigraph Product Line 
Adds Automatic Sorter 


An answer to the time lag oc- 
casioned by the frequent need to 
gather individually duplicated pages 
into sets for distribution is use of 
the new Automatic Copy Sorter 
Model 670, the Addressograph- 
Multigraph Corp., Cleveland, says in 
sales literature about their new 
product. 

The addition to the Multigraph 
product line can be attached to any 
Multilith Offset Model 1250,1275 or 
2550 Duplicator. Its operation is 
synchronized with that of the dup- 
licator in that it integrates copy 
sorting with the normal duplicating 
cycle. The need for manual sorting 
is eliminated, the Cleveland com- 
pany stresses. 

The Model 670 Sorter’s rotary 
drum has 50 compartments. Each 
holds up to 100 sheets of 20# paper, 
ranging in size from 3x5” to 11x14”. 
Thus 50 sets of 200 pages each can 
be duplicated front and back and 
automatically gathered in a single 
machine run, it is said. 44 





How can 
you re-use 
this sturdy 
Graphicopy 


STORAGE? Many Hammermill Graphi- 
copy customers use this handsome carton 
after the paper is gone. The flip-top lid 
opens easily, closes snugly, keeps out 
dust, protects contents from damage. 


oe pAMMERMILL = 
= = 


FILE? The carton makes an 
excellent file. It’s just the 
right size to take most file 
folders, many other office 
odds and ends. Meanwhile, 
don’t overlook the best 
reason for collecting these 
cartons—the cut-size 
Graphicopy Paper inside. 


TOT 


DELIVERIES? Use a sturdy Hammermill 
Graphicopy carton to deliver the pieces 
your office prints on fast-running Graphi- \ 
: Wa 
copy Papers. Ask your Hammermill por e YL pre por 
man for Graphicopy cartons, full ones. “ wy; 
THE BIG REASON for collecting Graphicopy cartons is inside—Hammermill Graphicopy Papers. 
These 82 x 11 and 84% x 14 and larger papers are made for printing, duplicating and office 


use. They’re made right to run right on your equipment. Ask your nearby Hammermill supplier 
to introduce you to Graphicopy Papers. Hammermill Paper Company, Erie 6, Pennsylvania. 
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Rambler Americen Is All New ~ 
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Man-sized Insert . 


News,’ this ten-page insert started off with a full-color page, 


: 
car buyers wit see U S Steet auto- 
mote commercials on TY and read colori, 


to Break ath the introduction of the 1981 models. This 
Pragram wih tel! the buying public why today's new cars 
are Detter than ever and show them the beg part steel plays 
in mak ng them that way- stew tor strength Beauty. depend 

lity. Quality and resete value The gubhe prefers steel wm 
thew cars—and U S$. Stee! is seeping them on the stee! band> 
wagor mith this ahona! promotion that's designed to help 
you sell more cars 


. . Bound into a big issue of ‘Automotive and included reproductions of ads to run in ‘Look’ 
“Saturday Evening Post,’’ before they hit the newsstands. 


and 


How to Promote Consumer Ads to the Trade’ 


What to do when you want to 
run reprints of national consumer 
ads in a business paper, but you 
have to do it before the ads ap- 
pear! 


How can you reproduce printed 
material before it has been pro- 
duced? 

This was the problem when 
United States Steel and its agency, 
Batten, Barton, Durstine & Osborn 
Inc., wanted to run a 10-page full 
color insert in the Oct. 10th issue 
of Automotive News. U.S. Steel 
wanted people in the automobile 
business, one of the industry’s most 
important customers, to be aware of 
U. S. Steel’s participation in the 
automobile industry’s introduction 
of the 1961 line to consumers. 

The 10-page insert was to con- 
tain a reproduction of an upcoming 
Look cover together with the four- 
page U.S. Steel cover gatefold, both 
designed for the Oct. 25th automo- 
tive issue of Look. In addition, it 
was hoped that the 10-page insert 
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in the business publication would 
include the double-page ad sched- 
uled to appear in the Oct. 22nd 
issue of The Saturday Evening Post. 


> The reproduction of material 
placed in national consumer media 
for subsequent use as a mailing 
piece, or future insertion in business 
media, is a relatively commonplace 
and effective practice of agencies. 
What had to be done in this case 
was to reproduce material before 
the original appeared. According to 
people who worked on this project, 


Color Spread 
This ad in the ‘’Post’’ 


it created almost insurmountable 
problems, yet the results are such 
that the idea has proven worth the 
effort and may become a precedent 
in advertising production. 
Naturally, it was important an 
exact product reproduction of the 
original materials was to be attained 
if the 50,000 Automotive News in- 
serts were to have the intended im- 
pact. However, all the original art- 
work was tied up at Look and Post 
and could not be made available to 
other sources for the printing of 


+ ++ continued on page 78 


Steel is for going like 


showed each of the i <—inr <i <feiey <feies iets 


new models. 





Why Rapid 


We gave him the boot because he 
was too mechanical! 

Took every order like an order- 
taker. Never made a counter- 
suggestion. Said “‘yes’’ to everything 
the client ordered—even though 
there might have been a better way. 

Frankly, that kind of “‘mechani- 
cal men’”’ just don’t fit at Rapid. Our 
seven key-city divisions are staffed 
with experienced people who know 
how to use their heads and our prod- 
ucts to do a better job for you. 


Mats; electros; plastic magazine 
and newspaper plates; solid-copper, 
four-color Atlantictypes (at right) — 
Rapid men have ideas on the proper 
ways to make and use all of them to 
your best advantage. They won’t 
hesitate to tell you if they think 
you’ve made a second-best choice. 


There are no robots at Rapid. 
The Rapid men are at your side to 
help, and if occasionally, they may 
have to disagree with you be glad 
they do! 


Special annealing process gives new 
Rapid Atlantictypes perfectly flat 
printing plane. Rapid duplicates 
match your 4-color originals—save 
important time and money. 


THE RAPID 


711 FIFTH AVENUE 


DIVISION OF 


Rapid Electrotype Co. 
449 Statler Building 
Boston 16, Mass. 
HAncock 6-9665 


Rapid Electrotype Co 
121 West Wacker Dr. 
Chicago, III. 
DEarborn 2-2016 


Rapid Electrotype Co. 
McMicken at Race Ave. 
Cincinnati 14, Ohio 
PArkway 1-3577 


ELECTROTYPE CO. 


NEW YORK 22, N. Y. 


RAPID-AMERICAN CORP. 


Northern Electrotype Co. 
41 Burroughs Ave. 
Detroit 2, Michigan 
TRinity 5-6780 
Atlantic Electrotype 
& Stereotype Co. 
228 East 45th St. 
New York 17, N. Y. 
MUrray Hill 7-0900 


ry: Electrotype Co. 
243 North Juniper St. 
Philadelphia 7, Penn. 
LOcust 3-5902 


Rapid Electrotype Co. 
955 Front St. 

San Francisco 17, Calif. 
DOuglas 2-8427 


MANUFACTURING THE FINEST QUALITY DUPLICATE PRINTING MATERIAL—NEWSPAPER MATS, PROOF MATS, R.O.P. COLOR MATS, THERMO- 
PLASTIC AND THERMO-SETTING PLASTIC PLATES, ELECTROTYPES, STEREOTYPES, BISTA PLATES, FOUR-COLOR RAPID ATLANTICTYPES. 
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A CATALOGUE OF 
GIFT SUGGESTIONS 


from 


Cratt House 


WILLIAMSBURG, VIRGINIA 


run on a four-color 42 x 58 Miehle Offset Press by the Baughman Company of Richmond, Virginia. 





rinting 
with a gift for 


Crsuaslon 


on Sterling Offset Enamel 


ss : cea 
Craft House, the gift center of famous Williams- 
burg Restoration in Virginia, keeps in touch with 
thousands of friends and admirers through its 
handsome Christmas Catalogue. 

To maintain its reputation for excellence, while 
adding subtle sales appeal, Craft House insists on 
exact color reproduction of its wares. Thus, furni- 
ture must reflect the hand-rubbed craftsmanship 
... brass and pewter must have an authentic glow. 

Here the printer chose West Virginia’s Sterling 
Offset Enamel. This quality coated sheet is ideal for 
the faithful reproduction of prestige products. And, 
like all Westvaco offset papers, it is stabilized to 
permit closer multicolor register at high press 
speeds. The appearance, performance and economy 
of Sterling Offset Enamel make it the right paper 
for you to specify or buy on your next job. 


The complete West Virginia family of fine papers 
offers the right paper for every printing need. For 
more information on how West Virginia’s modern 
marketing program can directly benefit you with 
quality, service and economy, write to West Vir- 
ginia Pulp and Paper Company, 230 Park Avenue, 
New York 17, New York. 


FINE PAPERS DIVISION COMMERCIAL PRINTING PAPER SALES 


CHICAGO: FR 2-7620 NEW YORK: MU 6-8400 

CINCINNATI: RE 1-6350 PHILADELPHIA: LO 8-3680 

DETROIT: DI 1-5522 PITTSBURGH: CO 1-6660 
SAN FRANCISCO: GA 1-5104 


In Baltimore, Cleveland, Los Angeles, Milwaukee, Minneapolis, 
St. Louis and St. Paul, ask operator for Enterprise Service. 


West Virginia 
Pulp and Paper 





Wlustrate your product in Living, Natural Color! 


Now, for the FIRST TIME, we bring Fine Quality, 
High Color Fidelit 


Process Printing within the reach 


of EVERYBODY ! 


FOR ABOUT THE PRICE OF BLACK & WHITE 


5000 FULL-COLOR Catalog Pages 


Ail work customed to you 
No limitations to standard form 
SHEET SIZE Standard “ 1 
COLOR PHOTO AREA on shee 
DELIVERY Approx 
erceese oreee 


Simply send us a Color Photoprint, Color Ar 


s pes 


transparency and a rough layout with you ivert 
We will do the rest. Color Photos of your produc 
Best Results from 


sing Message 


minimum charge of $25.00 


ONE LOW PRICE $199. “7 


everythin 
COLOR SEPARATIONS @ PLATES e DESCRIPTION 
OF ABOUT 100 WORDS e SIGNATURI 


Samples, Prices, Additional Information furnished 
FREE if requested on your business letterhead 


Lower Prices on Larger Quantitic 


COMMERCIAL PHOTO-PRINT 
SERVICE 


(Ol KNIGHT STREET ¢ PROVIDENCE 
Telephone JAckson 1-66% 


RHODE ISLAND 


NEW YORK REPRESENTATIVE: MR. BERT ROTH 
58-11 182nd St., Flushing 65, N. Y. Telephone Flushing 7-8424 


Dun & Bradstreet Rated Firms, 25 Deposit, B 


Terms: Ail Others, 50% Deposit, Balance CO.D 
All Prices F.0.B. Provid Rhode Island 


SHOCK 


ern P 


tte) 1:14 3 


BLACK BOARDS 


On Plastic Pressure Sensitive 


Peel off the backing and 
apply to clean surface. 
Indoor or Outdoor use. 
Lasts Indefinitely. Sizes up 


to 27” x 37”. Printed with 


your advertising message 
in color, 


SALES 
PROMOTION 
PRODUCTS, INC. 
5702 DETROIT AVE. 
CLEVELAND 2, OHIO 
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Gatefold Ad 


& 


C COGS 
ee. 


city-bound, country-bound, 


< oO = >temeary : ys ga 


work-bound, pleasure-bound, 


0. 6 em am 


just plain on-the-go Americans 


<—7 Wim 5 o 


drive confidently because they... 


si a 


The ad used the other side of the double cover, as well as the flap 


that swung out from the cover. The ad, in full color, was used in the insert 


the inserts if magazine deadlines 
were to be met. Edward Stern & Co., 
Philadelphia, were the printers who 
had to grapple with this problem. 
The Stern people found their situa- 
tion complicated by the fact that 
Look is printed by gravure and Post 
by letterpress. Stern people work- 
ing from gravure positives and 
Brightype film, all that were avail- 
able to them, printed the 11x14” in- 
sert by a third method, offset, with 
the aid of a Stern process they call 
Optakrome lithography. 

Four pages which had to be done 
from the gravure positives were 
produced without the benefit of 
either artwork or proofs, Stern 
people having no idea of what the 
illustrations were to look like. Minor 
corrections had to be made but the 
final printing was completed on 
schedule. 

The contained 


completed insert 


Lease Plan Announced 
For Halverson Collator 


Halverson Products Co., 1051 N. 
Paulina St., Chicago 22, has an- 
nounced a lease plan by which a 
user may obtain a Halverson col- 
lator. 

The plan calls for a cost to the 
user of $63.75 per month on a 
three-year lease period. 

The collator operates at a rate of 
eight sheets per second or 28,800 
sheets per hour. The machine deliv- 
ers complete criss-crossed _ sets, 
jogged and counted in the delivery 
tray. 

The Halverson collator has found 
use in investment securities, insur- 


both the Look and Post materials. 
Copy in these ads told the consum- 
ers how the steel in American auto- 
mobiles provides safety, beauty and 
comfort. Artwork depicted every 
major car made in the U.S. with 
emphasis that the lines were en- 
hanced by steel. The insert also 
drew attention to U.S. Steel’s future 
television advertising by describing 
two commercials presented on the 
U.S. Steel’s Oct. 19th network tv 
show, “Step on the Gas.” The first 
of these two commercials showed 
that, “All the new cars are strong 
on steel and driving is even 
better than just looking.” The second 
commercial, using animated car- 
toons, told how steel makes the new 
car a better buy than before. 

The insert, printed on 80 lb. 
white cararra snow finish, was com- 
pleted in three weeks, from copy to 
delivery. 44 


ance companies, banks, federal, state 
and county offices, schools and let- 
tershops. 44 


Color Separation 
Method Explained 


A new method of making simple 
color separations using transparent 
acetate proofs backed with pres- 
sure-sensitive adhesive has been 
announced by Service Composition, 
2928 Marlton Pike, Camden, New 
Jersey. 

The separations are produced 
“speedily and with hairline ac- 
curacy,” a company spokesman said. 
The method finds application, he 





NEWSPAPERS . . 
SUPPLEMENTS . . 
MAGAZINES . . 

, CATALOGS . . 
DIRECTORIES . . 

. BUSINESS FORMS .. 
DIRECT MAIL... 


Great Northern makes the thrifty groundwood papers it needs to grow on 


In less than a dozen years web 
offset has turned one of the oldest 
printing processes into a_ versatile 
new giant. Even more significant is 
the potential . . . which may well 
amount to a twenty percent growth 
in each of the next few years. Such 
are the strides of a giant. 

At Great Northern this pace is 


high opacity with low basis 


But find out for yourself. Let us 
weight 


send you samples of actual jobs on 
Great Northern groundwood offset 
papers. Better still, phone any of 
our five offices and let us plan your 
next job with you. 


excellent reproduction in mono- 
tone and color 


mechanically sound roll quality 
minimum linting and piling 


This continuing effort has led to 


being met by the combined forces 
of Research, Engineering, Manufac- 
turing and Sales. A special Web 
Offset Committee is in operation to 
handle the industry’s ever-growing, 
ever-changing demands on paper for: 


three major grades, within a wide 
range of basis weights from 25 to 
60 pounds: 

OFFSET NEWS 

PUBLICATION PRINTING — 0 

JET PRINTING — 0 


GREAT NORTHERN 


PAPER COMPANY 


b JES) 


Mills in Maine 


Sales Offices: 342 Madison Avenue, New York 17 * Boston * Chicago + Cincinnati * Washington 


oA 


P 
GREAT S~~ 
NORTHER 
MEANS GROUN 


A Leading U.S. Producer 
of Groundwood 
Printing Papers 





Have you seen the NEW 


2-COLOR 
PROCESS 


PRINTING? 


Remarkable multi-color effects are 
now available with only two colors 
of ink plus 


ESOPUS 
PASTEL-TINTED COATED PAPERS 


For pecimens 
New York Sales 


write The Martin Cantine Co 
960 6th Ave., New York City 


Remember you want the finest in 
la: eat ask for it by nam 


COLOR CARD 
ee Sey Lue ome 


COLOR SELEC 
Tm Oe) ole melo 
Ari ele 
vim ema te) 


Write on your letterhea Co 
or Color Selectors (please specify wh 
Sun-Tested Velva-Glo for velvety smooth jo 


RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 
461 W. Erie St., Chicago 10, Illinois 
249 W. 29th St., New York 1, New York 
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added, where the same art is fre- 
quently used such as_ logotypes, 
package drawings, slogans, stand- 
ard trade characters and distinctive 
insignia. 

A simple piece of art or a clean 
proof is all that is required, the 
company has announced. Register 
marks are placed around it and the 
art reproduced as many times “up” 
as its size allows within the limits 
of 7x9” area. To make the separa- 
tion, a unit, including the register 
marks, is cut out of the acetate 
sheet and fastened on the mechani- 
cal or flat intended as the black 
plate. Any elements of the art which 
are to be in color are simply cut 
away with a needle or the point of a 
knife. 

According to Service, the artist 
places on the color overlay another 
unit out of acetate sheet being care- 
ful to position the register marks 
exactly one above the other. Then 
he cuts away the black elements. 
Since all outlines are on each of the 
acetate proofs, it is a “simple matter 
to paint in solids or bendays where 
required, preparing additional colors 
in the same manner.” 44 


American Gothic Types 
Described by H&H Sheet 


The Family of Basic American 
Gothics is the title of a large one- 
sheet listing of members of this type 
family being offered by H&H Typo- 
graphic Service, Pittsburgh. 

Alternate Gothic 1, 2, and 3, News 
Gothic Extra Condensed and’ the 
Franklin series are among those 


Folio Medium 


Extended Italic 


First Four . . . Bauer Alphabets has an- 
nounced that its Folio Medium Extended 
Italic will be available in 16, 18, 36 and 
42 pt. The entire size range of the series, 
as well as the Roman, will be from 8 to 
66 pt. 


featured. 

Copy not only identifies the types 
but gives background information 
about each. 

- for more details circle 418, page 139 


Yale Introduces 
Electric Folder 


An automatic electric 14x24 fold- 
ing machine, titled the Seventeen, 
has been announced by Martin Yale 
Inc., 2100 W. Fulton St., Chicago 
12. 

According to the manufacturer, 
the Seventeen handles all weights 
of stock, fold, perforates, scores and 
slits in separate or simultaneous op- 
erations. It produces popular fold 
and delivers 10,000 11” sheets per 
hour and up to 15,000 sheets per 
hour on smaller sizes, according to 
the company. 

Capable of handling sheets up to 
14x24”, or as small as 244x6%”’, the 
Seventeen is described as the “ideal 
companion folding machine for 
11x17” presses and _ duplicating 
equipment. 44 


OR OMAR 
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Discreet Charm . . 


. This is just one of the qualities copywriters have attributed to 
Governale Renaissance Script of Photo-Lettering Inc. 


Pageant Initials.) Designed by Sandi Governale, the script “’ 


, New York. (Shown here with 
. offers a diverting varia- 


tion of the classic curves of Spencerian Script through an adroit shift of linear em- 


phasis. ’’ 
featuring luxury items. 


Photo-Lettering suggests that this new script has a special value to promotions 
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Another first in typography 


for Monsen customers 


these features can’t be matched 
by any other type book 


1 OVER 1,000 TYPE STYLES at your finger tips 
—arranged for quick reference. 


2 CROSS-INDEXED alphabetically by type face, 
by type number, and type family. Tab pages let 
you flip directly to each type family. 


3 COMPLETE ALPHABET for all faces in all sizes 
and styles makes it possible to trace each letter 
for exact spacing. 


4 “COLOR” VALUES easy to determine because 
text matter, set in each type face, is displayed 

in copy blocks, set solid, with 1 point and 

2 point leading. 


5 TYPE SCALING SYSTEM printed on every 
page cuts time-consuming copy fitting. 


6 1,510 PAGES beautifully printed on heavy 
stock and bound in rugged loose-leaf binders. 
Smooth working ring binding mechanism keeps 
pages neat, accessible. 


7 TWO VOLUMES for convenience and flexibility. 
(West Coast edition is in one volume.) 


1000* type styles illustrated 
in 2-volume Monsen Type Library 


The new Monsen Type Library makes “markup” 
as simple and foolproof as possible. It is the 
most comprehensive, up-to-date showing of 

type available anywhere... the result 
of years of work by Monsen to 

bring customers another first 

in typography. 

The Library is designed as a 

service to regular Monsen 

customers . . . but is also available 

to others at $200 per set* (which 

will be refunded if purchases 

from Monsen during year equal 

$3000 or more). 


* The West Coast edition consists of 

one large volume containing specimens 
of the faces available from Monsen’s 

Los Angeles plant. Cost of this book is 
$100, unless you are a Monsen customer. 


SEND TODAY for a copy of “‘A 
Guide to Better Typography,” 
which illustrates and describes 
the many features of these 
new books. Never before has 
there been anything like them. 


typographers, inc. 


Chicago 11—22 East Illinois Street 
Los Angeles 15—960 West 12th Street 
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| Condensed Added by ATF 
| to Craw Clarendon Series 


Craw Clarendon Condensed has 

| been added to the Craw Clarendon 

series, it has been announced by 
American Type Founders. 

It is available in 14, 18, 24, 30, 36, 


Craw Clarendon 
Condensed 


Ree. | 48, 60, 72, 84 and 96 pt. sizes, in 
WORLD'S FIRST AND | standard job fonts at “established 
; | ATF foundry type prices,’ ATF 

spokesmen said 


ONLY ELECTRONICALLY- | Specimen sheets are available. 


. for more details circle 419, page 139 


SEALED VINYL BINDER | Portfolio Available 


From Rose Color Inc. 


, A portfolio of specimens of proc- 

WITH A SMOOTH TURNED ess color printing and a price list i. 
\\ |, being offered to users of color print- 

- ing by Rose Color Inc., New York. 

EDGE TF MAKES TEAR- The firm prints color package in- 

, serts, labels, mail stuffers, advertis- 


ing brochures, direct mail, catalog 
SEAL EDGES OBSOLETE. sheets, sales promotion materials, 


i displays, car cards, album covers 

se etc. 
re Samples in the portfolio include 
rue specimens of color printing of food, 


animal, cosmetic and other subjects. 
- for more details circle 420, page 139 


Four New Faces Added 
1 $ ” ‘ edg \ ; Ik ; 
aa et Ph : Geeks  Vueeout This left a sharp, To Typefounders’ Line 
the 


ragged lip on the seal... Now at last a real “turned 
edge” loose-leaf bi been achieved with the Peterson case. Four new faces of antique type 


have been added to the line of 
Mmvenet tretnes 6 ee Typefounders, P.O. Box 11313, 
Phoenix 17, it has been announced 
by the head of the company, Charles 
Broad. 

The new faces are Southern 
Cross, Mandarin, Mikita, and Thun- 
der. They will be available in sev- 
eral sizes. 

In addition, Mr. Broad announced 


I I icsinemrninettiiatiteratiineneoncepeasecnencenie PTT 


Company. 


ee ai SOUTHERN CROSS 
a MANVARIN 


MIKITA 
Se chi cet ca item | SINR 


oe © oe ont by : that faces in the Typefounders line 


are now available on a less-than-a- 

complete font basis. With one un- 

Vd | N bg a ® A S if D | V | ) | O | specified exception, his faces are of- 
OF PETERSON ELECTRONIC DIE CO., INC | fered at 2%c per pica. 

199 LIBERTY AVENUE, MINEOLA. L. I. N. Y Further information on the new 

OR PHONE PIONEER 7-3833 | faces and the less-than-a-complete- 


font service may be obtained from 
Mr. Broad. 44 
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STAINLE 


UTSERT 


Everybody knows about inserts, which go inside, 


but the outsert, which goes on the outside of packages, 


will no longer be a mystery after reading this. 


Outsert folders will appear on 
more consumer-goods packages in 
1961 than ever before. What is be- 
hind the growth of this medium, and 
what are the pros and cons of out- 
serts as an advertising tool? 

The outsert a sealed folder af- 
fixed to the outside of a product 
container — appeals to many adver- 
tisers as an effective medium both 
at point-of-sale and at point-of-use 
in the consumer’s home. Food firms 
concerned over tougher regulations 
on contamination look on outsert 
folders as a safe alternative to in- 
serts. And drug manufacturers, in 
the face of threatened new restric- 
tions on _ instruction-labeling of 
ethical products, are turning to out- 
serts containing many pages of fine 
print to tell their full story to doc- 
tors; now, where necessary, they 
can present all facts with every 
package, without the need for a car- 
ton to hold a leaflet. 


> Proponents of the use of outserts 
claim four major benefits for them: 


Point-of-sale impact: Outsert 
folders help snare the impulse buy- 
er — may be designed primarily for 
this purpose in some cases. 


Point-of-use follow-through: The 
outsert reaches the consumer as a 
captive audience, alone in the home 
when the product is being used. 


100% Circulation: There is no 
waste distribution — every outsert 
folder reaches your customer when 
it counts most. 


Direct response: When the outsert 
is used to promote a premium offer, 
contest, recipe booklet or other 
mail-in offer, the response often 
ranges from 2 to 10% of the total 
distribution of the outserted pack- 
ages. 


> Against these plus factors, some 
advertisers will balance a couple of 
problems inherent in the use of out- 
serts: 


Danger of production slow-down 
in the application of folders. 


Possible loss of pilferage of fold- 
ers in the stores can cause trouble, 
some fear, especially if a price-mark 
spot is incorporated in the folder 
design; suddenly the outsert folder 
is missing and the package is not 
priced. 


> The leading supplier of these fold- 
ers contends, however, that both 
problems are easily avoided. Out- 
serts Inc., a subsidiary of Eureka 
Specialty Printing Co., Scranton, 
originated the outserts idea in the 
1930’s (and registered the name 


Bottleneck . . . This unusual outsert was 
not pasted on in the usual manner, but 
was slipped over the neck of the jar. 
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“Outserts” as its trademark). This 
firm has recently developed appli- 
cators which eliminate the produc- 
tion bottleneck problem. Automatic 
wax-droppers, which place spots of 
adhesive on the package before a 
girl drops the folder into place, ac- 
commodate 60 to 100 packages a 
minute, depending upon whether 
one or two girls are used. For high- 
er-speed lines, fully-automatic ap- 
plication at speeds up to 300 a min- 
ute is possible with Eureka’s auto- 
matic applicator. Outserts engineers 
can develop special line set-ups to 
go considerably above this figure, 
the company says. 

On the pilferage problem, sales 
manager R. D. Almony of Outserts 
Inc. points out that no intrinsic val- 
ue should be put into the folder un- 
less it is protected by an outer 
wrap; the price spot should be else- 
where if possible; and careful plan- 
ning of the application should be 
done in advance. With proper han- 
dling on the production line, no 
more than 1 to 2% of the outserts 
should come off the packages in 
transit or in store handling, Almony 
declares. 


> Outsert folders are extremely flex- 
ible in design to fit varying objec- 
tives and package requirements. 
Most sizes run from three to nine 
leaves (six to 18 pages), and from 
l-inch-square pages to almost the 
size of a #10 envelope. (In practice, 
the number of leaves can be greater. 
Outserts Inc. told AR that a 17-leaf 
outsert folder, the first of its kind, 
is now being prepared for one cus- 
tomer.) The outsert is machine- 
folded and sealed with'two spots of 
adhesive to keep it closed until the 
customer opens it at home. 

Advertising uses of outsert fold- 
ers are as varied as the uses of any 
medium, but most applications fall 
into five classes: 


@ Product Data . . . Instruction on 
how to use the product, information 
on ingredients, suggested new uses, 
and so on. The outsert folder usual- 
ly provides several times the space 
available for this use on the pack- 
age itself. The Sherwin-Williams 
Co. and several subsidiaries of Pitts- 
burgh Plate Glass Co. use six-leaf 
outserts, with pages about 344x454”, 
to present a complete illustrated 
story of how to use their paint 
products for best results. 


@ Recipes . . . Food manufacturers 
can present one or more recipes on 
the outsert folder, and make sea- 
sonal changes easily without having 
to alter the basic package. Union 
Starch and Refining Co. featured 
Marshmal-O recipes on an outsert, 
reported that “We were all of the 
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Outsert Application 
The mochine drops a 
bit of wax on each 
lid. The girl adds 

the outsert as the 

belt carries the 

jar past her. 


opinion that the use of the outsert 
recipe folder on Marshmal-O jars 
contributed to increased sales dur- 
ing our summer promotion.” 


e Coupon Offer . . . To promote a 
recipe booklet offer or other pitch 
for mail response. The Borden Co. 
is one of the oldest outsert users — 
has had them on Eagle Brand 
sweetened condensed milk for over 
20 years. Recipes are featured, and 
a coupon offers a deluxe recipe book 
by mail. Against a similar coupon 
offer in magazines, Borden reported 
outserts outpulled the space ads, 
and cost substantially less per in- 
quiry. 


e Cross Advertising ... To sell re- 
lated products, the outsert folder 
offers much flexibility — because of 
the multi-leaf arrangement, several 
different products may be featured. 
Renuzit Home Products Co. has 
used outserts for this purpose for 
eight years, and says “items ranging 
in price from 29¢ to $6.95 have been 
successfully sold by us through out- 
serts in very gratifying quantities.” 


e Premium or Contest ... A spe- 
cial promotion of this type can gain 
excellent response when the outsert 
folder serves as a follow-through 
on media advertising. General Foods 
Corp. pulled a 6% response from 
outserts featuring a Baker’s Choco- 
late premium offer. Van Camp Sea 
Food Co. reported: “In self-service 
stores, the little outsert is the most 
formidable silent salesman we have 
ever used.” 


> For all of these and other uses, 
outsert folders have much to rec- 
ommend them, if the advertiser ex- 
ercises the same care he would use 
in planning for any other medium. 
They add to the package itself a 
promotional flexibility which is 
otherwise difficult to get without 
costly and frequent packaging 
changes. At point-of-sale, they can 
serve as a flag to gain consumer at- 
tention. 

Here, for the advertiser approach- 


ing his first outsert program, are 
the major Do’s and Don’ts which 
may smooth the way: 


@ Don’t expect your outsert folder 
to replace other media. It is valu- 
able for a_ point-of-sale follow- 
through — and it may do a special 
job on its own — but generally it 
can’t be considered a substitute for 
any other form of advertising. 


e Don’t be fenced in by unneces- 
sary “precedents” in the shape, size 
or layout of your outserts. Within 
a wide range of limits, an outsert 
design can be adapted to fit almost 
any kind of need. For example, not 
all outserts must lie flat — one user 
designed a folder with a flag hang- 


ing down over the side of the pack- 
age, with a big “LOOK!” to catch 
attention. 


@ Don’t put intrinsic value into your 
outsert unless it’s covered by a cel- 
lophane wrap. A redeemable pre- 
mium coupon, for example, is an in- 
vitation to pilferage. Order forms 
are fine, of course, but make the 
proof of purchase, if any, a part of 
the package itself. 


e Don’r forget that outserts are not 
restricted to flat-top packages. They 
may be applied to almost any size 
or shape carton, can, jar or bottle. 
A specialist can engineer the size, 
shape and application to almost any 
container in your line. 


e Don’t skimp on color and art- 
work for your outsert folder — but 
don’t splurge unnecessarily either. 
Outserts may be printed in one to 
four colors, on a variety of paper 
stocks, with or without halftone il- 
lustration. You might, for example, 
run one color on one side and four 
colors on the other, if this should 
serve a need. 


@ Do be careful in planning your 
outsert artwork and copy. The 
method of folding them means that 
there is a slight variation from page 
to page. A competent printer will 





provide templates or layout guides 
to help you page the outsert prop- 
erly. 


© Do make the most of the point- 
of-sale value of the outer page of 
your folder, by giving it a powerful 
poster treatment. Inside, fill it up as 
much as you like, but keep its face 
clean and sharp. 


e Do split your outsert copy to 
handle two or more themes if this 
will serve a sales objective. The way 
the folder is set up permits featur- 
ing several subjects without conflict. 


@ Do change your outsert copy fre- 
quently. This is a flexible medium, 
and running too long with the same 
copy robs you of one of its big ben- 
efits. In a long-range outsert pro- 
gram ,it will cost little for frequent 
copy changes if you are running 
reasonable quantities. 


e Do be sure to engineer the me- 
chanical application of your outsert 
before going ahead. When done 
properly, application should not 
hamper normal production serious- 
ly, if at all. But be sure first, by 
discussing it with an experienced 
supplier and planning the produc- 
tion-line set-up to use the applica- 
tor which fits your need best. Have 
your own production people work 
with the supplier’s engineer from 
the start, and you'll avoid possible 
headaches later. 44 


Celluplastics Introduces 
Small Parts Vials 


A line of plastic cylindrical vials 
for economical packaging of small 
parts in limited quantities has been 
introduced by Celluplastics Inc., 
Newark 2, N.J. 

The vials, called “Handy-Paks,” 
are available in 10 different sizes 
ranging from 34x34” to 3x3” with 
diameters measuring 11x15/16” to 
9x354"". They are packed 100 per 
carton. 

Descriptive literature is available. 

- for more details circle 408, page 139 


Package Pre-Testing 
Aids TV Spot Impact 


The problem of the package’s ap- 
pearance on tv has been eased with 
a new testing procedure developed 
by the Communications Div. of the 
Center for Research in Marketing 
Inc., Peekskill, N.Y. 

Part of a complete program for 
pre-testing tv commercials and pro- 
grams over closed-circuit tv sta- 
tions, the package test is considered 


Your product or package will sell faster, too, 
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of your present labels or indicate your needs for 
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to be an integral step in analyzing 
the total effectiveness of the com- 
mercial. 

“The marketing of the package as 
seen on tv cannot be overesti- 
mated,” said Center president 
William Capitman. “Increasingly as 
the tv commercial employs whimsy, 
abstraction, elaborate imagery, stop 
motion photography, etc., the real- 
ity, the pitch in the message is left 
to the package. The entire purpose 
of the commercial is focused on the 
close-up of the package. And, of 
course, it is recognized to a greater 
degree than ever that the package 
and the product are indivisible— 
that in so many cases the personal- 
ity of the product is its package.” 

The new procedure offers protec- 
tion against failures in package re- 
design since the testing can show, 
before the final investment has been 
made, the value of one idea against 
another. 

Details on test procedures and 
costs can be obtained from Colin 
C. Kempner, Director Communica- 
tions Div. Center for Research in 
Marketing, R.F.D. #3, Peekskill, 
N.Y. 44 


Space Saver Bottles 
Introduced by Olympic 


A line of rectangular linear poly- 
ethylene bottles has been introduced 
by Olympic Plastics Co., Los Ange- 
les. 

The bottles are produced in un- 
breakable, lightweight polyethylene 
and are designed to save space on 
the shelf and in the package. 

They are applicable for the pack- 
aging of powders, liquids or tablets 
and come in stock sizes of 1, 2, 4 
and 8 ounces. Colors are amber or 
natural, unless custom-ordered in 
another shade. 

Samples and details are available 
from Olympic Plastics Co., 3471 S. 
La Cienega Blvd., Los Angeles 16. 

44 


Self-Sticking Process 
Developed for Board 


A i pressure-sensitive adhesive 
coating process for corrugated board 
or chip-board has been announced 
by Pres-On Products Co. 

Called “Press-Pak,’ the process 
was designed for the shipping or 
storing of small items which form- 
erly were hard to keep separated in 
a package. 

The products are placed on the 
tacky-surfaced board where they 


adhere in position during handling 
on the production line or shipment, 
but are easily removed when 
needed. 

The company supplies the cor- 
rugated or chipboard in desired 
sizes and shapes including die-cuts, 
with a_ protective liner to be 
stripped off before use. 

Additional information can be ob- 
tained from the Pres-On Products 
Co., Factory Rd., Addison, Ill. 44 


New Wrapper Designed 
To Fit Product Mood 


A new tagboard stock wrapper 
for calendars, periodicals, sales pro- 
motional materials, etc., has been 
introduced by the Denney Tag Co., 
West Chester, Pa. 

Marketed under the name “Quick- 
Wrap,” the wrapper is custom-de- 
signed and printed to suit the par- 
ticular mood or theme of the piece 
to be mailed. The inside can also 
be printed, giving the mailer an op- 
portunity to direct a special message 
to the recipient. 

It can be addressed flat by an 
automatic mailing machine or on a 


manual typewriter and it is sealed 
by rolling the completed piece 
against a strip of Denney “Sure- 
Stick” tape that runs along the 
trailing edge of the wrapper. Quick- 
Wrap is opened by pulling a per- 
forated strip from the rolled wrap- 
per and it pops open. 

Complete information is available 
from Quick-Wrap, The Denney Tag 
Co., P.O. Box 527, West Chester, Pa. 
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Your STRATHMORE 
DISTRIBUTOR offers you 
valuable assistance 
in creative planning 


Your Strathmore Distributor, drawing on 
years of professional paper 


your 
schedules is an important, and instantly 
available, part of his services. 


Or perhaps you need a spark for an idea or printability information. Caer Strathmore Die- 
tributor can often provide just the printed specimen material you need to solve these prob- 


sampling? Whatever your sampling 
requirements—plain sheets or dummies cut to exact oak ainee-—eaie Strathmore Distributor 


supply them promptly and tailor-made to your specifications. 


Why not call on your nearest Strathmore Distributor early in the planning stage. Time 
after time, he can offer invaluable aid. His name is listed below. 
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When an exhibit designer and a packaging ma- 
chine maker get together, almost anything can 
happen, especially in Poland, and here’s what did. 


Preliminary Sketches . . . Four early drawings were not used. 


- NTE Tatrazanski 
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Sneid it irzanski 


By Peter Schladermundt, President 
Peter Schladermundt Associates, 
New York 


The all-round story of successful 
packaging was never better illus- 
trated than in the instance of the 
Poznan International Trade Fair in 
June, when our people “crashed the 
barrier” of the Iron Curtain with a 
simple, modern design for a tube of 
cold cream. 

Peter Schladermundt Associates 
were commissioned by OITF, the 
Office of International Trade Fairs, 
U.S. Department of Commerce, to 
design the 80 exhibits which were 
to comprise the American section 
of this fair. 

A team was assigned to the job, and 
eventually one of these men was to 
spend three months at Poznan, 
Poland, supervising the installation 
of America’s part of this important 
Fair. It was important because this 
was the 29th Poznan Fair, and one 
of the rare opportunities for Ameri- 
ca to show its true face to Iron 
Curtain peoples. Our culture, our 
way of life, our products and serv- 
vices, our simple peaceful intentions, 
were all on display. 


> Poznan is the town, you may re- 
call, where the “freedom riots” 
broke out in 1956, riots which led 
to a partial relaxation of the Russian 
grip on Poland. Poznan itself is 
historic; it was a Hanseatic League 
town in the Middle Ages; now it is 
a symbol-city for oppressed peoples. 

When our people were well along 
into the project, my associate 
Design Supervisor Robert B. 
McCarthy came to me one day with 
a tube of cold cream. His grimace 
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showed his displeasure. The tube 
looked very old-fashioned — like, 
perhaps, a tooth-paste of the early 
1900s. 

“Snieg” was the only American- 
designed product actually produced 
at the Fair. All other U.S. exhibits 
displayed finished items or services. 
“Snieg” was to be packaged before 
the eyes of the Polish visitors, in the 
exhibit booth of Saga Packaging 
Machine Division of the A. & M. 
Tool and Die Company Inc., South- 
bridge, Mass. The Department of 
Commerce had offered to package 
the cold cream for the Lechia com- 
pany, using the Saga machine and 
polyethlene tubing. 

“We have just got to do some- 
thing with this thing, as a part of 
our OITF contract,” Mr. McCarthy 
said. “Can you imagine the United 
States and our firm standing up in 
front of the world with this pack- 
age?” 

I agreed and we asked Fred Kal- 
lin of our staff to give us some 
fresh approaches to the tubed 
Lechia cold cream, “Snieg Tatrzan- 
ski,” meaning “Snow from Tatra 
Mountains.” 


> Shown here are the four ap- 
proaches, and the fifth, final design 
from Fred Kallin. When you con- 
trast these with the old design, you 
see where Iron Curtain commerce 
and design still stand in terms of 
modern merchandising. And please 
do not forget that Polish life and 
commerce are far ahead of most 
other Iron Curtain nations — even 
far ahead of Russia itself. 

Under our contract with the Of- 
fice of Trade Fairs, we finished all 
designs on time and_ supervised 
their constructions and erection — 
including what we considered to be 
the little side-item of “Snieg.” 


> It turned out to be what fair of- 
ficials call an “aisle-jammer,”’ a 
“crowd-stopper” — a big hit. Ob- 
viously, even technically-minded 
Poles and other Iron Curtain peo- 
ples had never seen a packaging 
machine in action, let alone a mod- 
ern, high-speed packaging job under 
way using polyethylene tubing and 
a smart, good design. 

Every hour of every day the Fair 
was open the Saga machine filled 
and sealed the tubes, and they were 
carted off to be sold: in Polish shops. 

Modern packaging clicked on and 
the aisles remained jammed. We 
ran the machine at slow speed to 
show exactly how it worked, and 
even then there were no complaints. 
If we could win friends as simply as 
this with jet-age industrial design 
on a larger scale, there might be no 
more Iron Curtain. 44 





Chicago’s National Boat 


Show is a big event, and 
one reason it has grown so 
is the careful year-long 
promotion plan. 


By John R. Advent 


At precisely 8:30 on the evening 
of March 24, 1961, a beautiful girl 
smashed a bottle of champagne 
against the hull of a boat to official- 
ly open the 28th annual Chicago 
National Boat Show, a nautical ex- 
travaganza eagerly waited by those 
who buy boats, those who sell them, 
and by those who love to look and 
dream. 

The exact moment she took her 
swing has been plotted for months 
in advance. In fact, if she got her 
gown wet from the spray of the 
champagne, arrangements were 
made to have it cleaned. This is an 
example of the precision planning 
that goes into the staging and 
promotion of what is regarded as 
boating’s biggest showcase. 


> There are few harbors with the 
number and variety of boats which 


Good Promotion 


Takes a Year 


were displayed from March 24 to 
April 2 in the dry dock confines of 
McCormick Place, Chicago’s newest 
exhibition hall. There will be over 
900 boats, from dinghies to plush 
cruisers, and a supporting force of 
inboard and outboard engines, boat 
trailers and thousands of boating 
accessories. Since boats are used 
most frequently for fishing the 
latest in rods, reels, tackles and 
other gear will be shown. 

The Chicago National Boat Show 
is sponsored by the Outboard Boat- 
ing Club of America, a marine 
trades association made up of boat, 
motor, trailer and boating accessory 


Constant Crowds 
People keep coming 
to the exhibits. 
This was the last 
show at the 
Amphitheatre; this 
year’s was at 
McCormick Place. 


to Plan 


manufacturers. The thirty five 
members of the OBC staff, head- 
quartered in Chicago, plot and carry 
off all the details leading up to the 
moment Miss Dream Boat does her 
bit with the champagne bottle. 

It might be pointed out here that 
staging the Chicago National Boat 
Show is just one of their activities 
to promote boating. Nevertheless, it 
is their biggest effort, one that calls 
for months-ahead planning and 
placing of advertising schedules, 
writing and releasing publicity sto- 
ries (including a press book the 
size of “Gone With The Wind”), ar- 
ranging for cocktail parties, han- 
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dling room reservations, negotiating 
with labor unions whose members 
will work in setting up and dis- 
mantling the show, and thousands 
of other minor and major details. 


> From the standpoint of putting 
things down on paper, planning of 
the Chicago National Boat Show 
begins in July. From the standpoint 
of telling the trade and public about 
it, promotion is considered a year- 
around operation. As an example, 
this is the step-by-step schedule the 
OBC public relations department 
has been following to promote the 
1961 show: 

February 15, 1960 Wrap-up on 1960 
how, with preliminary plans for 1961 
thank-you 
1960 event 


March 15 In Outboard Boating (as 
ciation consumer publication) story 
yn Outboard Club of Year contest ex 

plaining boat show tie-in—round-up on 

last years 


notes to press regarding 


ust completed 


winning club and an 
nouncement of contest details for the 
coming year, including free trips t 
1961 show as prizes 

May 26 First announcement of dat 
and place as selected by Boat Show 
committee and board of directors; dis 
tribution to boating magazines, busi 
ness magazines, newspapers’ with 


boating columnists, wire services 


August 8 . Front pages of Chicagc 
metropolitan newspapers’ boat show 
sections laid out in cooperation with 
editorial staff; art and photographs pro- 
vided as requested; these sections tc 
appear, depending on the paper, on 
opening day or on the first Sunday 
September 27 . Confirm with Assn 
of Great Lakes Outdoor Writers its 
semi-annual meeting next March at the 
show 


October 17 
and business papers on show develop 


Release for newspapers 


ments incident to annual meeting of 
1ssociatior 


November 1 Letters to signed-on 
exhibitors requesting publicity materi 
als for use in press book, special sec- 
tions of newspapers, OBC’s own pub 
lications 


December 2 
tion and layout 


Clear press room loca 


December 6 Mail business paper 
release for January issues. Release for 
February issues goes out January 6 


for March issues, February 6 

December 9 In OBC Newsletter 
(manufacturer 
tion), 


membership publica- 
Service in the Sixties—For a 
Profit—is theme of special dealer event 


at 1961 Chicago National Boat Show 
December 10 In OBC Dealer News- 


letter (special association publicatior 
for dealers) November-December issue 
Service in the Sixties—For a Profit—to 
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be theme 

1961 show 

December 15 In Boating Business 
Bulletin (association newsletter for job 
bers, distributors and manufacturers 
representatives), boat show plans from 
the viewpoint of this public. Similar 
stories in January 15 issue 
15 issue and March 10 issue 
December 20 


streg pre ‘ + + 
streamers t 


February 


December 30 

sent to dealers 
January 1, 1961 
jirected to exhibitors 
largest show in world’s ric 

market, serving the sport and industry 
on all the Great Lakes, the TVA lakes 
the “vacation” waters of Wisconsin 
Michigan and Minnesota, the man 
made impoundments of the Missouri 
Ozark: 


the waterways systems of the Missi 


3515 


ind Arkansas parts or all of 
ippi, Missouri and Ohio Rivers ar 
their tributaries 
January 2 Preprints of January 
trade ad in mail to exhibitors ar 
prospe “+ 
January 3 Start home town release 
d yacht clubs which 


have signed up for advance sale tick 


on boating an 


ets or have given other indications 


ill attend the show en 


January 4. Direct mail promotion of 
xdvance ticket sales begins. Mailing 
goes to dealers and boating club com 


250-mile radius of Chi- 


modores 
cago. 

In OBC Newsletter, out- 
line of promotional activities—to the 
trade and the public—to make 1961 


Chicago National Boat Show biggest 


January 6 


yet 


January 9 


NATL ADW. CONIENTION 
SSSSSssssssS—_ 


Guess what we just ran out of. 


sreased business from trade and pul 
lic which show will bring into town.) 
January 10 . In 
Outboard Boating 
show 


January-February 


feature article or 


January 16... Mail mat to small town 
newspapers in eight-state area around 
Chicago 

January 25 Announce OBC Out- 
board Club of the Year contest win 
ners in home town papers and in boat 
ing publications, with boat show tie-in 
free trips to show for winners, etc.) 
February 1 


Subject 


Business paper ad 
Service in the Sixties—For a 
Profit; new marine dealer feature for 
1961 Chicago National Boat Show, an 
expansion of previous research and 
sonference on selling in the sixties 
February 1 Mail due-bill advertis 
ing mat to small town newspapers in 
eight-state area. (Papers publishing 
mat receive payment in form of boat 
show tickets. Papers use tickets in vari 
ous ways—some for promotional pur 
poses among advertisers, some in car 
rier boy contests, for example.) 
February | . Begin build-up on tie- 
in with Miss Photoflash contest; city’s 
press photographers to name _ boat 
show queen, as Miss Photoflash be- 
omes Miss Dreamboat 

February 1 Memo to radio and 
television stations on interview and 
special event availabilities, including 
prospective lineup of celebrities, per 
sonalities and other talent 


February 2 Preprint of February 
trade ad in mail to exhibitors and pros 


pects 


February 6 Signs go up in railroad 
stations 

February 10 . In OBC 
trade and consumer show events 


lined 


Newsletter 
out- 
February 10 . 
ssue of OBC De 
e 


ety and complet 


n January-February 


I 
I 

WN c vor 
aler Newsletter, vari 


ness of show exhibit 
outlined 

February 21 Distribute first story 
for Sunday release (February 26). Sub- 
sequently, Sunday release stories are 
mailed on February 28, March 7 
March 14 for Sunday papers of March 
5, March 12, March 19 

March 1 

ect: Boating industry 


and dealers 


descriptions 
displayed 
Mail press book. This to 
ire stories on the show 
special product informatior 


events 
stories on each line represented in ex 
hibits. Goes to all Chicago media and 


to selected media elsewhere 





paper boating columnists, business pa- 
pers, key radio-tv people with networks 
and individual stations). 

March 1 . Start mailing of releases 
on exhibitors for their home town pa 
pers 


March 1 . Mail radio and tv contact 
list to exhibitors 


March 7 Suburban angle stories for 
zone editions of Chicago newspapers 
March 10 . All set for opening of 
world’s largest boat show 

March 10... March-April issue of Out 
board Boating, devoted entirely to 
What's New in Boating for 1961” as 
exemplified in boat show exhibits 
March 10 Thirty-sheet posters go 
up. 

March 14 .. . Opening night ceremo- 
nies script completed 

March 14... Opening special events 
arranged. All possible promotional 
value derived from waterfront location 
of McCormick Place, new exposition 
‘enter to which the show moves this 
year. Possibilities: Gun salutes from off 
shore Naval vessel; Miss Dreambout 
and court arrive by water; arrival of 
U. S. Coast Guard units from nearby 
station by water; Marine color guard 


ior opening ceremonies arrives by wa 


March 15 Press party invitations in 
the mail 


March 17. . . Nail down such opening 
night details as the following: Delivery 
of champagne bottle for boat show 
storage of bottle with the 
floor manager; having somebody in 
charge of bottle and other props to 
make sure they are not purloined from 
the launching ceremonies location; 
ushers for march of dignitaries from 
reception to arena; arrangements on 
where stage dignitaries will meet; room 
for photographers in front of stage; list 
1ames of dignitaries at reception 
(for benefit of reporters, photographers 
and others covering the society angle); 
night scripts in the hands of 
all participants, including orchestra 
leader, spotlight men; crown for queen; 
follow-up letters to participants; color 
guard arrangement (U. S. Marines); 
rehearsal of queen; list of persons on 
stage; no-tipping signs at reception lo 
‘ation 


March 19 Advertising in Chicago 
ind Chicago area newspapers begins 
Schedule calls for insertions in daily 
pages, Sunday sports pages 
amusement pages and Sunday 
sement pages 


March 20 Start daily releases and 


and radio and tv stations and wire 
services offices. Distribution in Chicago 
is through PR News Service of City 
News Bureau; to area papers by mail 
or by overhead if requested. Prior to 


ROBERTSON METAL SIGNS SELL... ANYWHERE 


No matter whether you need them indoors or outdoors, Robertson metal 
signs give your sales message extra color, extra durability. Baked en- 
amel, litho, silk screen, halftone and reflective processes are available. 
Choose any type, any size — our volume rates will appeal to you. Send 
for our brochure. Better yet, let us quote on that next job. 


¢ Door Signs, Tire Stands & Signs ¢ Deep Draw Signs 
Wall Signs Thermometer Signs 4-Color and 
Blackboard Signs Hanger Signs Halftone Signs 
Curb Signs Tacker Signs Three Dimensional 
Roadside Signs Flange Signs Signs 


Store Front Signs Stamped Frame Signs Wood Frame Signs 


ROBERTSON SIGN COMPANY 


15 N. Lowry Avenue « Springfield, Ohio 


The Color Process Engraver who is qualified by experience and a 
record of achievement is expected to come up with a “faithful” 
reproduction. Often he is assisted by suggestions from production 
and art department personnel in the advertising agency. 


It would be a great help, however, if there was a wider 
understanding of the several limitations which control the 
engraved result. 


To be realistic, it is impossible to match all the continuous tones 
in color prints, transparencies and original paintings by screen 
or dot distribution of four specified inks printed wet, one over 


reel hat Walt another, on publication stock. 
PIECES 
FOR 


PRODUCTION HUTCHINGS & MELVILLE, Inc. IM 
custom photoengraving 
PEOPLE 4043 N. Ravenswood Avenue, Chicago 13 


Expert pre-correction in correlation with powderless etching of copper originals 
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WORD orrers 


. INCREDIBLE 
i VERSATILITY 


“~J 


Pre-fabricated 
displays with 
custom styling at 
mass-produced 
prices. Easy 
assembly, rigid 
construction, 
unusually long 
lasting. 


SEND FOR OUR 
NEW ILLUSTRATED 
“WIZARD” H-FRAME 
CATALOGS & SPEC. 

SHEETS 


HAAS 


DISPLAY, INC. 
AR 3011 Third Ave. 


Minneap Minnesota 


Instant Lettering brings you the finest, 
most meticulous lettering in the world 
instantly—by instantaneous dry transfer 


from type sheet to any smooth surface. | 


Just press and it’s there. 


No trace of adhesive to sully artwork. 


Needs no equipment. Perfect on wood, 
paper, card, glass, metal, film .. . in 
fact any smooth surface. The right 


answer to the need for highest quality | 
lettering for display panels, roughs, signs, | 


labels, graphs, charts, TV cells. 


10" x 15" SHeET OMY Pj 
4a co 
4 abd ! . 


How it works 
rub on letter with pencil lift away sheet 


Send for sample and complete type chart 


PMR tthe 
ye mel eee. ee ak 
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opening of show, there is one daily re- 
lease. After show opens, there is a 
minimum of a morning and an after- 
noon lead; these are transmitted by 
teletype to City News Bureau, which 
handles further distribution to local 
media; out-of-town media serviced by 
mail or overhead 

March 20 
March 21 


March 23 . Hold press photographers 
luncheon and preview 

March 23 Open press room in ex- 
position building. Check equipment de- 
tails: Direct telephone line, plus line 
through boat show main office; phone 


Radio and tv spots begin 
Hold press party 


on each line for receptionist, four other 
phones for staff and press; teletype 
hooked in with City News Bureau; desk 
and file cabinet at receptionist loca- 
tions; five other desks with typewriters; 
locker for camera equipment; bar and 
stock for bar; table for show's and ex 


hibitors’ press books and releases 


April 3 . Wrap-up mailer to busi- 
ness publications, newspaper boating 
writers 


> This is the activity of just one 
OBC department. The others are 
just as busy. 

One of the finest cooperative pro- 
motional efforts involving the boat 
show is the tie-in with the Chicago 
Press Photographers Assn.’s hunt 
for a Miss Photo Flash. The winner, 
in turn, becomes Miss Dream Boat, 
the queen of the boat show. From 
the standpoint of the photographers, 
the fee paid by OBC to the queen 
provides another incentive for at- 
tracting top talent as entrants. 

The photographers have told the 
OBC they like the boat show tie-in 
because of its reputation as a clean 
show which attracts the kind of 
people they like their contestants to 
be associated with. 

From the show’s standpoint there 
are many advantages. For one, it 
avoids the phoniness often associ- 
ated with the election of a queen. 
The Photo Flash contest stretches 
out for months and keeps the boat 
show publicity fires glowing. The 
cooperative venture also keeps OBC 
relations with photographers at a 
top level. As a result, it is estimated 
the boat show gets more photo cov- 
erage than any commercial exposi- 
tion held in Chicago, or any other 
city for that matter. 

In addition to lending her beauty 
to boat show photography, Miss 
Dream Boat is also used for radio 
and tv interviews. Even after the 
show is over she is tied in with the 
show as she appears in regional and 
national Miss Photo Flash contests. 
The 1960 Miss Photo Flash from 
Chicago (and boat show queen) 
went on to win the national contest. 


Unit Dealer Aid . . . This exhibit center, 
designed for building materials dealers, 
features home planning literature for 
prospective customers. Literature is pro- 
vided by Better Homes & Gardens, its 


advertisers and National Plan Service. 


The 1959 winner was awarded a 
movie contract. 


>» The boat show publicity efforts al- 
so get a big assist from the public 
relations departments of boat, mo- 
tor and trailer manufacturers. Ac- 
cording to Ed Spanke, public rela- 
tions director of OBC, the exhibi- 
tors bring in a “much larger array 
of talent than we could muster.” 
He commented: “The personages 
include people of real news signifi- 
cance—product designers from the 
more esoteric echelons; sportsmen 
who have records with equipment 
being shown; water ski and speed 
champions; top echelon manage- 
ment people with stories to tell. 
These people are usually welcomed 
by radio and tv interviewers. The 
same could not be said, probably, 
by other industries represented by 
expositions or conventions in Chi- 
cago. However, boating does have 
an undeniable glamor, which seems 
to rub off on even the lo~rliest 
grease monkey. And this certain 
aura seems to intrigue the people 
who put on radio and tv shows.” 


> The OBC invests a “healthy” ad 
budget in promoting the boat show. 
It uses all media and the money is 
spent as follows: newspapers, 25%; 
television, 34%; radio 11%; out- 
door, 20%; magazines, 10%. 

All of the radio and tv spots are 
delivered live. In previous years, 
top Chicago sports announcers re- 
corded them. However, the OBC 
management wants more flexibility 
in the spot messages. For example, 
if the weather takes a sudden turn 





for the worse—as it has during 
many recent Chicago National Boat 
Shows—the spots can be altered to 
say that while it is miserable out- 
side, boating weather prevails inside 
McCormick Place. 

Among professional show man- 
agers the Chicago National Boat 
Show is regarded as one of the top 
promoted and operated expositions 
in the country. It is all done with a 
precision-planned public relations 
campaign with OBC staffers using 
a calendar and stop watch. 
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New Wall Patterns Offer 
Variety in Exhibit Motif 


New patterns, featuring unusual 
textures in its line of 3-D vinyl wall 
coverings, have been announced by 
the Decro-Wall Corp. 

Featuring three entirely different 
mood themes, the new patterns are 


e Peruvian Stone A detailed 
duplication of ancient Peruvian 
stone carvings, this pattern is in 
primitive squares and sunburst de- 
signs reproduced with the texture 
of original stones; 


e Harlequin A contemporary 
design with a geometric pattern of 
triangular form. Designed to catch 
the light from various angles as it 
is reflected throughout the room, 
this design presents a constant play 


of lights and shadows to the view- 


er. Different effects can be achieved | 


by merely coloring individual tri- 
angles at random; 


e Used Brick . . . An addition to 
the standard Decro-Wall brick pat- 
tern, this pattern has deep mortar 
lines and uneven outlines simulat- 
ing old brick in use a long time. It 
is available in a weatherbeaten 
reddish ton, or white. 


All Decro-Wall patterns are made 
of pure rigid vinyl; washable and 
stain-resistant. They are available 
in 18x30” sheets which interlock for 
continuity of pattern. 

Complete information is available 
from the Decro-Wall Corp., 21 Saw 
Mill River Rd., Yonkers, N.Y. 44 


Knock-Down Displays 
Developed by Magna-Vis 


A line of portable displays, de- 
signed to be assembled without tools, 
has been developed by Magni-Vis 
Corp., Chicago. 

Marketed under the name “Son- 
ic’ displays, these units are avail- 
able from a simple 642x4x2’ display 
panel and table for a store display 
to a complete convention hall unit 
designed to occupy a standard booth 
space. 

An illustrated brochure is avail- 
able. 


. for more details circle 409, page 139 


How Much Does Procrastination Cost? 


It is said: “Ignoranve is Bliss.” 
But ignorance can be costly, and is 
costly, to many companies today. 
They are literally throwing money 
away simply because they are ig- 
norant of the costly aftermath of 
unnecessary delays in developing 
an exhibit. 

Actual figures from EP & DA 
member show that nearly 
10% of their total annual labor 
costs represents overtime due to 
this thoughtlessness. This is a stag- 
gering figure when you realize that 
90% of this can be avoided. 

Naturally, there are times when 
it is advantageous to a company to 
put a temporary stopper in exhibit 
planning so that a new product can 
be introduced into the thinking. 
But we're talking about the guy 
who quickly says, “Let’s hold that 
show meeting next week. I’ve got 
more important things to do.” 

This gentleman doesn’t realize 
what he’s getting into. He doesn’t 
see behind the scenes of the com- 
plex exhibit organization working 


firms 


to serve him. This is strictly a cus- 
employing the 
“cream of the crop” labor in many 
specialized fields — graphic arts, 
design, cabinet-making, carpentry, 
metal working, painting and the 
rest. These craftsmen, by rights, re- 
ceive the highest wages in their re- 
spective industries. This is why it 
costs so much in overtime dollars 
to have procrastination creep into 
exhibit planning and work sched- 
ules. 


tom __ business, 


It sometimes costs twice as much 
as required to produce parts of an 
exhibit when, actually, no more is 
gained than if the work was per- 
formed on straight time. Your ex- 
hibit builder can set up a time 
schedule whereby sufficient hours 
are devoted to your job to produce 
it at normal rates. By following 
through on that schedule you can 
stop that extra hand from dipping 
into your budget till. 


— Prepared especially for AR by the 
Exhibit Producers & Designers Assn. 


COMPACT UNIT FOR 
| SOUND AND SIGHT 


Cow odes as 


Df. 
COMMUNICATOR 


THE DESK TOP SALES THEATRE... 


Demonstrates your products, displays your serv- 

“ices visually—AND narrates your story dra- 
matically . . . Assures interest, leaves a lasting 
impression, turns prospects into customers. 
Makes everyone a perfect salesman. 


Excellent for desk top or small group viewing 
—without room darkening. Sets up in seconds. 
Assures high fidelity sound and picture bril- 
liance. Simple to operate. Ideal for business, 
industry, education. 


The portable C.0.C. COMMUNICATOR combines 
rear view film strip projector, built-in screen 
and 4-speed phonograph in a small, attractive 
attache case. A versatile quality-engineered unit 
at most reasonable cost. 


e Handles up to 12” records (20 min. play at 3314 
rpm without turning records) e High gain amplifier 
for perfect quality & sound volume ” Large 8” x 6” 
patented Lenscreen for wide angie viewing e Pre- 
cision optics e One knob framing with click stops « 
Storage space for records, film strips, etc. e« AC, 
110/120v « Overall 19” x 13” x 51%” e Abt. 15 Ibs. 


e Fully guaranteed. UNDER $100.00 


. +» for those who do not require sound: 


C.0.C. “EXAMINER” UNDER $60.00 


FILM STRIP PROJECTOR with built-in screen in handy 
luggage-type case—for effective visual presentations. 


eeeeeeeeeeeeeee 


+ +. for economical 
slide demonstrations: 


COL 


PROFESSIONAL 
PRESENTATIONS, 
— MADE EASY 
WITH THIS PROVEN 
SALES AID. 


35mm slides may be worked into an effective 
action-stimulating sales message. Projector, au- 
tomatic slide changer and screen in a smail 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle, 
easy to carry. 


e Precision optics e Patented 8” x 8” Lenscreen for 
wide angle viewing « Holds up to 3 magazines (36 
slides ea.) for indiv. or sequence showing e Rugged 
aluminum unit e AC-DC, 100-125v. Only 6 Ibs. 
UNDER $70.00 
Used by leading corporations & institutions! 
WRITE NOW to Dept. “AD” for illustrated 
literature & name of dealer nearest you! 


C:0°-C 


PEI 


RPO ATO Ve 
Long Island City 5, N. Y 
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Coffee Break in a Bank 


Coffee and cookies, served in a bank 
lobby, serve to build a spirit of 


friendliness and goodwill. 


By Mildred Weiler 


Six years ago T. R. Barker, as- 
sistant vice president of Security- 
Mutual Bank and Trust Co., St. 
Louis, wanted to do something for 
customers that would be in tune 
with the Christmas season, and at 
the same time be another step away 
from the traditional belief that be- 
cause its product is money, a bank 
is mercenary and cold. 

After talking it over with admen 
and the bank’s executive family, he 
decided that a coffee break for any- 
one who came into the bank during 
pre-Christmas week during regular 
banking hours, could be the answer 
and was worth a try. 

Since that first try, five years ago, 
the event has become an annual 
affair with a 25% greater participa- 
tion each succeeding year. 


> L. John Gable, vice president and 
ad manager with the bank, who is 
currently handling the event, says 
it is one of the most successful cus- 
tomer relations projects it has ever 
had, and on the basis of results, one 
of the least expensive. Although it 
wasn’t planned as an advertising or 
promotion gimmick, there is suf- 
ficient evidence to prove that a well- 
planned coffee break can produce 
new business. 

While the Christmas season seems 
the best time for such a project, the 
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same formula could be used for any 
other occasion such as an anniver- 
sary, opening of a new department, 
or celebration of any phase of busi- 
ness growth or expansion. 

A few simple rules, worked out 
by Security-Mutual over the years, 
base the successful public coffee 
break in a bank. 

1. Keep it simple; 

2. Make it attractive but informal; 
3. Use a catering service—not em- 
ployes; 

4. Use only the very best cookies 
and coffee; 

5S. Be sure you have variety as well 
as tastiness; 

6. Avoid any advance advertising 
or promotion; 

7. Keep the official bank family out 
of a formal reception line; 

8. Hold the coffee break more than 
one day. 


> Security-Mutual holds its coffee 
break party from 11 to 2 Monday, 
Tuesday, Wednesday and Thurdsay 
of pre-Christmas week. This spread 
of time gives more people the op- 


Chocolate, not Coffee 
While the grown-ups 
are having their 
coffee, these kids go 
for foil-covered 
candy coins. 


portunity to participate and avoids 
the hurt feelings of those who might 
not be able to attend if held only 
one day. 

A nine foot serving table is placed 
in each of the bank’s two ground 
floor lobbies. The bank fronts on 
Locust St. and on Eighth St. Each 
table has a white cloth, silver 
cream and sugar service, large 
silver coffee urn, two large trays of 
assorted fancy cookies, paper nap- 
kins (minus any bank insignia or 
advertising), cups and saucers, and 
single candles—not candlelabra. 

“We wanted the tables to look 
pretty and dignified, but felt if we 
overdressed them we'd lose the 
warm, homey feeling we were try- 
ing to create,” Mr. Gable explained. 
“Too much formality and show 
would keep many people away.” 


> Each table stands in front of one 
of the exchange windows, but far 
enough away from the heaviest traf- 
fic windows. This prevents traffic 
jams and does not interfere with 
lines at teller’s windows. Customers 
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The ancient Japanese art of Origami (paper-folding) 
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have to pass around the tables to 
get to the service windows, and 
can’t help noting the unadvertised 
coffee break. Customers transact 
their business, stop for coffee and 
cookies and frequently maneuver 
around to some other corner of the 
bank—often at the counters in 
center of the banking floor—to visit 
with other customers as they drink 
coffee. 

Usual Christmas decorations in 
the lobby are kept at a minimum 
and the usual giant size Christmas 
tree is replaced by a smaller one. 
This provides maximum floor space. 


> One woman from Miss Hulling’s 
catering service handles the serving 
at each table with several bus boys 
who act as runners to keep coffee 
urns and cookie trays filled, and 
carry out dirty dishes. 

“We found that by increasing the 
quality of the catering service, and 
adding variety as well as quality to 
the cookies we served, it made a big 
difference in the response and in- 
terest of guests,” Mr. Gable said. 
“It was more expensive but worth 
it.” Cookies provided by Hulling’s 
were baked fresh each day. 

Use of cups and saucers rather 
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The “Display + Moker” 
Packs into Light 


than paper cups were added this 
year and proved more pleasing to 
guests and gave that extra touch of 
thoughtfulness and hominess. This, 
however, provided a “clean up” and 
space problem as solid cups had to 
be placed in big tubs whereas a lot 
of paper cups can be disposed of 
in one small container. Because 
customers seemed to appreciate the 
cup and saucer (saucers are a con- 
venient place to store extra cookies) 
the bank may try to work it out 
another year. 


> Total cost of the four day coffee 
break is about $700. This included 
the 40 gallons of coffee served each 
day plus 68 pounds of cookies the 
first day, 66 pounds the second day, 
60 pounds the third day and 76 
pounds the fourth day. 

“We felt the coffee break gesture 
would carry out the goodwill greet- 
ing we wanted to convey to cus- 
tomers, so we did not have signs in 
the lobby to announce the event, or 
do any kind of advertising,” Mr. 
Gable explained. “The event spoke 
for itself.” 

For the same reason, bank officials 
don’t line up as official hosts, which 
would have given the event a “com- 
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mercial” slant. Instead, most staff 
members go around at intervals to 
step up to a customer they know 
and invite him to have coffee with 
him. 

Employes are also invited to 
participate and share the event with 
friends and customers. Girl secre- 
taries and other members of the 
staff, other than tellers, are also on 
hand at intervals to give out gold 
foil covered chocolate coins to chil- 
dren who come into the bank. This 
leaves the teller unencumbered by 
any other duties so that regular 
business can proceed. 


> As to results, Security-Mutual 
adds these, in addition to the gen- 
eral goodwill they originally hoped 
to generate for banking in general: 


1. Served as a get-acquainted time 
—not only between bank staff and 
customer—but between customers. 


2. Brought prospective customers 
into the bank. Customers of other 
banks were invited by Security- 
Mutual customers to meet them at 
Security for the coffee break. 


3. Two to three weeks before the 
event, customers began inquirying 
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as to if and when it would again be 
held. Many said they skipped lunch 
during those coffee break days. 


4. Employe goodwill. 


5. Local publicity in newspapers 
without asking for it. 44 


Elgin Sells Softeners 
With Sudsy Pixie 


. Newest exhibit 

& rep for Elgin Soft- 

ener Corp. is an 

animated pixie 

using man-made 

“magic” to pro- 

duce soap bubbles 

* from her hand. 

The lady is a 

reproduction of 

Elgin’s logotype 

made in a full- 

round _ sculpture 

' with transparent 

plastic wings. She is 34’ tall and 

stands on a bubble-topped 414’ ply- 
wood base. 

Animation consists of the entire 
figure rotating one-half turn, al- 
ternately left and right. An air com- 
pressor in the base provides con- 
stant air flow for producing the 
bubbles, while a reservoir in the 
right hand contains a supply of 
fluid sufficient to produce bubbles 
for about one hour. The bubbles 
are used as part of the display to 
express the idea that Elgin’s soft- 
ened water produces superior suds. 

The Elgin pixie was designed and 
produced by the J.M. Callan Co., 
Chicago. 44 
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New Model Added 
To Pitchmaster Line 


An all-aluminum, portable display 
unit has been introduced by Slan- 
hoff Mfg. Co. 

An addition to the Pitchmaster 
display line, Model PM200 is a flex- 
ible, lightweight unit measuring 
40x72” when standing; 4x24%x42” 
when folded. 

The Pitchmaster units are erected 
by extending telescoped aluminum 
legs which automatically lock into 
position. Artwork panels and com- 
ponents are designed to pack for 
shipping within the unit. 

Complete information is available 
from Slanhoff Mfg. Co., 638 S. 
Columbus Av., Mount Vernon, N.Y. 

44 


Technical Conventions 
Listed in Publication 


An advance listing of engineering 
and technical meetings and con- 
ferences in the United States is 
available in the 1961 edition of En- 
gineering and Technical Conven- 
tions. 

Prepared by Deutsch & Shea Inc., 
the ETC contains data on almost 
700 state, regional and national 
meetings on technical subjects. 

Personnel listings are included 
and conference information with 
date, location, time and subject, for 
meetings through 1960. Price is $4, 
including a fall supplement. 

ETC is published by Industrial 
Relations News, 230 W. 41st St., 
New York 36. 44 


. Lightweight, portable stage, developed by Telescript CSP 
can be installed by one man in an hour 
unit includes tubular stage frame sections that fit one into another 


. Complete equipment with 
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How Brecke 
Shoots TV 


Commercials 


Getting Lights Ready . . . Seeing that the lights are placed right 
is the most ticklish part of a commercial about hair. 


Here's how a major user of network television 


organizes its commercials, and works with 


its advertising agencies and its producers. 


Television commercials come in 
all sizes and varieties. They are 
long and short, good and bad, beau- 
tiful and ugly. There is only one 
way to really classify a television 
commercial, however. Does it do the 
job or doesn’t it? 

What is the job? 

A television commercial should 
stimulate the viewer to buy certain 
products or services, and it should 
create an atmosphere to enhance a 
company’s image to the public. It 
can do both. That is the job. 


> In the past few years, John H. 
Breck Inc. has had some experience 
with television commercials. This 
has come from the company’s partic- 
ipation in national television pro- 
grams. In the three years that Breck 
has sponsored nationally televised 
programs, the company has made 
about 35 commercials. The man in 
charge of making all these com- 
mercials is John P. Hughes, the 
Breck advertising manager, an en- 


This article is adapted from “Breck Gold 
Box,” an internal publication of John H. 
Breck Inc., Springfield, Mass., manufacturer 
of hair preparations. 


ergetic, perceptive young man who 
is a stickler for details. He works 
with agency representatives of N. W. 
Ayer & Son Inc. and Reach, Mc- 
Clinton Inc. in creating the ideas 
for the commercials, and then they 
all work with film studios, techni- 
cians and models in producing the 
commercial in the form that you see 
it on television. 

The first program of the new 
Breck television series, “Breck 
Family Classics,’ was seen over 
stations of the Columbia Broadcast- 
ing System studios on October 28 
and then again on October 29. In 
the weeks before this first program, 
there was some pretty intense work 
done in making several commercials 
for this show. 


> What impresses a newcomer to 
the television world is the amount 
of work that goes into preparing to 
film the commercial. There are at 
least twenty necessary procedural 
steps that take place before the 
cameras roll, as well as hundreds 
of details that are enough to pry 
one loose from one’s mind. These 
all go to prepare the way for the 
filming and then the final cutting 


and editing of the commercial. 
Take any commercial that you 
saw on the October Breck program, 
for instance. 
This is how it came about. 


> F.rst, the agency people from N. 
W. Ayer & Son Inc. or Reach, Mc- 
Clinton Inc. came up with the idea 
for the commercial. In a meeting 
with John Hughes, Dick Kebbon of 
Ayer presents an outline of a pro- 
posed commercial on a Breck prep- 


Set to Shoot .. . It doesn’t take much to 
give the illusion of a large, glamorous 
dining room, high above the city. 
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aration that is this agency’s ad- 
vertising responsibility. Each agency 
handles certain Breck preparations. 

Reach, McClinton has ideas on 
the preparations it is responsible 
for, of course. For Reach, John Mc- 
Cullough, president of the firm, and 
Werner Michel, vice-president in 
charge of television, present the 
suggested commercial idea at a 
special meeting. 

The commercial idea is discussed, 
pondered and debated. Members of 
the Breck advertising department, 
product managers and other special- 
ists, become involved in these dis- 
cussions. Besides the ordinary meas- 
urements such as is the idea a good 
one, does it fit the program format 
and is it going to cost too much. Mr. 
Hughes looks at the idea in the way 
he describes as: 

“Does it have the fit, the feel and 
the flow that Breck wants?” 

If the commercial idea passes all 
these tests, a storyboard is drawn 
up, and then that is subjected to the 
same racking examination. 


> The next step is to select a studio 
to film the commercial. The agency 
gets quotations on the cost from a 
number of studios. Most of them 
are in the New York City area. 
Sarra’s is a noted tv commercial 
studio. Elliot, Unger & Elliot is an- 
other, and there is MPO. On the 
west coast, there is Screen Gems of 
Columbia and the MGM television 
studios. 

When the studio is_ selected, 
decisions on hundreds of details be- 
gin. There are studio sets to build, 
props to obtain, models must be 
looked at and chosen, hair styles 
must be arranged for, costumes 
must be selected, dresses, jewelry 
and make-up discussed, announcers 
must be auditioned, art work ex- 
amined and so many aspects of the 
commercial gone over that some- 
times John Hughes wonders if they 
will ever get done. 

One important decision is whether 
the commercial goes on video tape 
or on regular movie film. Most 
Breck commercials go on motion 
picture film. The advantage is that 
film is better quality, and it allows 
more freedom in the making of the 
commercial. Film can be cut and 
edited, and video tape cannot. Video 
tape gives sixty seconds of consecu- 
tive action while film can be spliced 
and edited at will. 


> Typical of the detail that goes in- 
to preparing for a television com- 
mercial was a recent day at Reach, 
McClinton’s New York offices. 
Three members of the Reach staff, 
Merle Bloom, Werner Michel and 
Don Burlingame, looked at models 
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Pre-shooting Conference . . . John 
Hughes, Breck advertising manager, 
checks a storyboard with a model just 
before the spot is filmed. 


for a commercial with John Hughes 
of Breck. The first model walked 
into the conference room where the 
men were seated, and the four men 
asked her about her modeling back- 
ground, her hair texture, color, and 
talked with her for about ten min- 
utes. 

When the interview was over, 
Merle Bloom, who arranged the 
model appointments, said: “We'll be 
in touch with you through the 
agency as soon as we have decided.” 
Then, the model left. 

Shortly after, another model pros- 
pect for the up-coming commercial 
was ushered in, and the same rou- 
tine with some minor variations 
took place. There were several 
more models and, after they had 
all been interviewed, the men dis- 
cussed which girl would be most 
suitable. The discussion covered 
each girl’s ability to project, her 
hair, face, appearance and general 
manner. This very frank compari- 
son of each model’s possibilities as 
far as the pending commercial went 
lasted about two hours. Finally, 
there was general agreement, and 
one of the models who had been 
interviewed was selected. 


> The ordinary one-minute filmed 
commercial takes two days to make. 
The first day begins about 7 am 
with the model having her hair 
shampooed and set. A particularly 
time-consuming job is the arrange- 
ment of the lights. In filming com- 
mercials featuring the hair as Breck 
does, it frequently takes one to two 
hours just to make the best lighting 
effects. When all arrangements have 
been completed, the filming begins, 
following the storyboard pattern. 
“Many times,’ John Hughes ex- 
plains, “we change our storyboard. 
Perhaps we have an opportunity to 
improve some aspect of the com- 
mercial, or we sense that the model 
has some special ability. In cases 


like this, we make adjustments in 
the storyboard to take advantage 
of these things.” 

When the actual filming is done, 
the filmed sequences are looked at 
in rough form, the best ones 
selected, and then these are put to- 
gether. After this, the film editing 
is done, an announcer is selected, 
and his voice on the script is co- 
ordinated; the music is chosen, and 
the commercial is well on its way 
to completion. The final step, of 
course, is delivery of the commer- 
cial film to the network studios for 
showing on the television program. 


> The average television commer- 
cial costs between $8,000 and $10,000 
to make. It is usually close to $10,- 
000 in John Hughes’ opinion. Of 
the 35 commercials that Breck has 
made, most of them have been the 
60 second type. Some, however, 
have been 30 seconds, and there 
have been one or two which lasted 
90 seconds. 

There are usually seven or eight 
commercials for Breck being made 
simultaneously. They could be on 
any of the Breck preparations. Most 
of the commercials have been on the 
three Breck shampoos. Between the 
actual filming of the commercial and 
its final completion, there is fre- 
quently an interval of as much as 
six months. 

There are about 40 or 50 people 
who participate in the making of 
every commercial. Approximately 
15 of these people are members of 
the advertising agency, and they 
have jobs like writers, account ex- 
ecutive, artists, producers, and so 
forth. About 30 people are film 
studio employes. They are techni- 
cians, electricians, cameramen, set 
designers, etc. 


> Concerning how long a commer- 
cial can be used, Mr. Hughes says: 

“It’s difficult to say. At Breck, we 
use a commercial for one season. 
Our shows are once a month, and 
the tv audience does not get the im- 
pression that they are seeing the 
same old commercial over and over 
again.” 

In television, the sponsor of a 
one-hour show is entitled to six 
minutes of commercial time. This 
six-minute time is established by 
the Federal Communications Com- 
mission and, of course, no advertiser 
can exceed the six minutes. 

To every television advertiser, 
these six minutes are the most 
precious possession on earth. It is 
then that he has the opportunity to 
tell the millions of viewers about 
his product and what it can do for 
them. It is for that reason that 
painstaking work is put into creat- 
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ing and producing every television 
commercial. 


> John Hughes 
way: 

“In each sixty seconds that we 
advertise a Breck preparation, we 
must capture the attention of a tele- 
vision viewer who may not want 
her attention captured. If you 
succeed in doing that, you must then 
create a desire in the viewer to use 
the preparation. Unless a television 
commercial does these two things, it 
is not successful, and there are all 
sorts of unhappy consequences.” 44 


expresses it this 


2x2 Slide Projector 
New Product for B&L 


Bausch & Lomb, Rochester, N.Y., 
has introduced an automatic, 2x2 
slide projector called the Balomatic 
655. 

Features as described by the com- 
pany include high fidelity picture 
quality, single slide editing, remote 
forward/reverse operation, com- 
pletely automatic time cycling, and 
simplified operation. 

The Balomatic 655 projector 
comes with a 5” £/3.5 projection lens 
with built-in iris diaphragm light 
control, complete with saddle-tan 
carrying case at $119.50. Accessories 
include 4” and 7” projection lenses, 
15’ remote control cord and a tape 
recorder synchronizer. 44 


Sales Aid . . . Ft. Pierce Industries, Ft. 
Pierce, Fla., supplied Sealy Inc., with this 
three-dimensional viewer. The Chicago 
bedding firm uses it to acquaint retail 
salesmen of the construction and fin- 
ished product features of the Sealy Pos- 
turepedic mattress. 


Picturephone 400 is 
New McClure Projector 


A new projector, combining both 
slide and filmstrip projection with 
sound, has been introduced by Mc- 
Clure Projectors Inc., 1122 Central 
Av., Wilmette, IIL. 

According to the manufacturer, 
the Picturephone 400 features an 
advanced lens system for 50% more 
light, a quiet heavy duty fan, five 
inch speaker, and precision motor 
for all three record speeds for audio- 
vidual presentations. 

It weighs 18% pounds, measures 
15x612x13” and will plug into any 
ac outlet. 

The Picturephone 400 is described 
as suited for presentations to either 
small or large groups. It opens to 
project a clear picture either on its 
own built-in screen or on a con- 
ventional screen. The machine has 
an automatic rewind and has stor- 
age space for 72 slides in an auto- 
matic slide changer. 44 


Large Picture Projector 
Described in a Brochure 


Would you have a commercial 
need for a process by which you 
could project large images outdoors, 
on white walls, billboards or trans- 
lucent screens? 

Genarco Inc., Jamacia, N.Y., has 
prepared a brochure describing how 
this process is possible through use 
of its new Genarco 3,000 watt slide 
projector. The brochure also ex- 
plains how images 6 or 7’ wide can 
be projected by rear projection in 
stores, railroad stations and other 
public gathering places. 

Copies of the brochure are avail- 
able. 


- for more details circle 410, page 139 


Overhead Projector 
New Ozalid Product 


A new overhead projector de- 
signed for teaching, business, gov- 
ernment, military and professional 
use has been announced by the 
Audio Visual Dept., Ozalid Div., 
General Aniline and Film Corp., 
Johnson City, N.Y. 

The 750-watt unit, called the Pro- 
jecto-Lite, is said by the company 
to give more light with less heat 
than other projectors of 1,000 watts. 

Features of the unit include, ac- 
cording to the manufacturer, pro- 
jection of large slides, mechanical 
simplicity, the freedom it gives the 
user so that he can face his audience 


in a lighted room, and its ability to 
give up-to-the-minute presenta- 
tions through the use of home made 
and on-the-spot materials. 

Price information is available 
from the company. 44 


National Blank Book Co. 
Catalog Lists Sales Aids 


National Blank Book Co., Hol- 
yoke, Mass., manufacturers of loose 
leaf binders and business forms, is 
offering a catalog “Selling Aids” 
listing items available for sales and 
advertising departments. 

Included are visual selling aids, 
brief bags and portfolios, catalog 
covers, catalog accessories, sales rec- 
ord-keeping items and _ business 
gifts. 

Copies of the catalog are available. 

. . for more details circle 411, page 139 


Brochure Describes 
The Visucom Program 


A brochure describing the Visu- 
com Program of the Tecnifax Corp., 
Holyoke, Mass., a training course 
in visual communication skills with 
emphasis on overhead projectors, is 
being offered by the company. 

Basic subjects of the course, con- 
ducted bi-weekly since 1958, and 
just shifted to a weekly schedule, 
include projectural design and pro- 
duction, development and realiza- 
tion of visual concepts and the 
psychology of communication. 

Participants in the course, for 
which no fee is charged, have in- 
cluded representatives from indus- 
try business, education government 
and the armed forces. 

. for more details circle 412, page 139 


A Flick of the Wrist . . 
can be a 


- Every room 
screening room, Chicago’s 
Radiant Mfg. Corp says in selling its 
automatic, electric projection screen. 
Product is controlled by a center-return, 
removable toggle switch. 
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Time Out for Doughnuts . 


~ 


. . A break in the day’s routine comes when the class of the 


award-winning teacher takes a few minutes to polish off a batch of doughnuts 


Apples for ‘Treacher 


sell Doughnuts 


An inexpensive goodwill pro- 
gram, using apples and dough- 
nuts, built sales for a Southwest- 
ern baker. 


By George W. Phinney 


A few months ago Bob Dennis, 
owner and manager of the Dennis 
Donut Co., Oklahoma City, Okla., 
woke up to the fact that his adver- 
tising program was not bringing in 
the results he felts it should. 

For one thing, Mr. Dennis was 
convinced, the type of advertising 
he was paying for was too common, 
too routine. It consisted of a couple 
of spot radio announcements daily, 
a small weekly newspaper ad, and 
a few outdoor posters. 

Mr. Dennis wanted to try some- 
thing different in advertising, some- 
thing that would appeal to the 
whole family with such force it 
would put Dennis donuts on every 
table throughout his territory. He 
found it in a unique plan that has 
not only aroused the interest of 
adults, but has created so much ex- 
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citement among school children that 
demand for Dennis donuts has 
jumped 30% in three months time 
and sales are still skyrocketing. 


> This is what he did. 

He employed a clever ad writer, 
an ex-school teacher whose knack 
for reaching the buying public 
through their children has resulted 
in numerous successful advertising 
campaigns. She is Mrs. Ida Black- 
burn and the Apple For Teacher 
gimmick she worked out to sell 
Dennis donuts is proving the most 
profitable advertising scheme the 
Dennis Donuts Co., has had in all 
its twenty years history. 

Mrs. Blackburn, in cooperation 
with the advertising staff of local 
radio station KOMA, writes com- 
mercials, does her own announcing 
for Dennis, making twenty 50- 
second spot announcements daily, 
five days per week. 

Because Mrs. Blackburn devotes 
a part of each 50-second spot an- 
nouncement to crediting KOMA 
with making it possible for school 
children to write in, nominating 


their favorite teacher to receive the 
Apple For Teacher daily award, 
radio time costs Dennis nothing. 
“It’s certainly not the material 
value of the advertising award that 
makes it so popular,” says Bob 
Dennis, “so it must be the competi- 
tive interest it creates among school 
children, the comment it causes at 
home, and the honor attached to 
having the winner’s name repeated 
over the radio several times a day.” 


>In addition to Mrs. Blackburn’s 
salary the cost of the Apple For 
Teacher campaign is approximately 
$2 per day for a big red apple for 
the teacher and all the Dennis 
donuts her pupils can eat. 

The name of the selected teacher, 
grade and school where she teaches 
is announced by Miss Ida, as the 
children call her, every morning at 
7:45 over station KOMA. At this 
time, she tells what hour she will 
visit the school, gives the name of 
the student whose letter nominated 
the lucky teacher, and repeats the 
announcement throughout the day. 

“By the time Mrs. Blackburn gets 





Making the Award .. . Ida Blackburn 
(right) holds the doughnuts while the 
student who wrote the winning letter 
presents her teacher with a shiny red 
apple. 


Proof That World Color 
Separations Are Superior 

to the school,’ Mr. Dennis says, 

“excitement is running so high, the 

teacher practically gives up hope of 

getting any work done during the 

last hour.” 


> Mrs. Blackburn receives 100 to 
150 letters daily from school chil- 
dren nominating their favorite 
teacher for the Apple For Teacher 
award. One Oklahoma University 
psychology professor was winner of 
the award and as a result of Mrs. 
Blackburn’s visit to his class, his 
students got out of a quiz. 

Only schools in the Oklahoma 
City area and those in the Dennis : : 
trade territory are eligible to partic- oo Fe 9 with _— first order for 


ipate in the Apple For Teacher 


award, although Mrs. Blackburn gets 

nominating letters from as far away | 

as Boise, Idaho, Lancaster, Penna., | 

Corpus Christi, Tex., and Douglas, | 


Ariz. @ That's right! Free progs, printed under actual pressroom con- 
To further interest children in ditions — proof that full color need not be expensive — proof 


Dennis donuts, Mrs. Blackburn that you can get high quality natural color reproduction at reason- 
: sa able cost thru World Color’s revolutionary triple-masking process, 

frequently has them write Com= perfected by experience in making over 150,000 sets of positives, 

mercials for her. This not only used by some of the country’s finest color lithographers, 

keeps the kids listening to KOMA, 


it encourages their parents to tune 
in also. 





@ Prices for positives start as low as $30.00 per set for 4” x 5” 
or smaller, including airmail delivery. 





» To say that Bob Dennis is pleased | @ Shipment guaranteed — uncomplicated positives made from 
over the success of the Apple For | 


transparencies in five working days — progressive proofs one week 
Teacher advertising campaign is to | additional. 


put it mildly. It is not only less ex- 
pensive compared to other adver- 


tising media, it is resulting in a ‘ 
goodwill build-up that can’t be ex- oe 2> r WM, 
pressed in dollars and cents. 

At the present time the Dennis 
output is around 7,000 dozen donuts Ss. — Fa ett aiiiie teak 
per day with production being in- ORMOND BEACH, FLORIDA | 80x 697-F, Ormond Beach, Fla 
creased daily to meet the demand. 


ow Send price list and free booklet to: 
“And it all happened,” says Bob Branch Sales Office: Name 

Dennis, “because I got mighty tired 274 Madison Ave. Title 

of paying out money for the same | New York, N. Y. Firm 

old advertising routine month after | Sait tee ae otis list and | Steet 

es I ae cles con | free descriptive color booklet. | City, Zone 


ows State 
; : 99 
desire to do something ween | 2 Free, proot efter expires Sos i Sale 
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SALESMAN WANTED 


k in 
bie to wor 
\f-starter, @ = 
aaah notice. Ability im 
sent our sales story the way 
ecessary --- 
want it isn Ca 
viduals oF 
caliber salesmen 
of succes 


with proven 


4 s need apply- 
recor 


the Du Kane 


FLIP-TOP 


PROJECTOR 


— 
meets all qualifications! 


. . . a professional salesman in a 13 Ib. pack- 
age. Just ae the lid, plug it in and the 
“FLIP-TOP” presents your sales story with- 
out slip-ups or omissions . . . complete with 


sound and sight. See the “Flip-Top”’ demon- 
strated at your desk. Write to: 


DuKane 


CORPORATION 
Dept. AR-41 ° ST. CHARLES, ILL. 


Aer OAS 
THE VISUAL 
EQUIPMENT 
TO FIT YOUR 

hao 
NEED 


have 

auto- 

matic 

projectors for point 
of sale and trade 
shows. We have desk top 
rae both slides 
an ilm strips — -A- 

with or without vel oo 
sound, designed with : 
your salesmen in DAVENPORT 
mind. For Information, 

Write Dept. aa61 


SOUND EFFECTS 
Hi-Fi and Super 


Put life into your dramatic plays, skits 
commercials, home movies. Use sound effects 
from the largest and finest library of its 

kind. Sounds of: Airplanes, Electra Prop-Jet, Boeing 
707, F-104 Starfighter, Regulus I, Missile Launching 
Carrier Sounds, Autos, Music, Trains, Animals, House- 
hold, Industry. 13 classifications — 2000 real-life 
sound effects for professional or home use. Send 25¢ 
for complete 56-page catalog 


NEW DEMONSTRATION DISC contains 14 sound 
tracks from our library: Rocket Blast-off, Space 
Sounds, Jets, Babies, Navy Mess Call (bugle), Police 
Car with Siren, Dogs, Weather, etc. 7” Microgroove 
33-1/3 RPM, Vinyl, No. LP 7-130. Mail $1 TODAY 
for Demonstration Disc AND complete 56-page catalog 


MP-TV SERVICES, INC. 
7000-L Santa Monica Blvd., Hollywood 38, Calif 


108 + GR * April 1961 








Sales Tool 


Faces and Fortunes ... 17 min. motion 
picture, produced by Morton and Millie 
Goldsholl, Chicage 


narrator, 


featuring Hans Con- 
with music composed by 
Dick Marx, for Kimberly-Clark Corp., 
Neenah, Wis. Distributed by Association 
Films. 

Morton and Millie Goldsholl have 
produced a film that maintains that 
when there is order and consistency 
in a company’s visual communica- 
tions, an identity for the company 
emerges. On the other hand, they 
maintain, when there is no plan or 
direction the results are quite likely 
to be negative. 

This plea for better corporate ap- 
pearance is not the first time the 
subject has been tackled and cer- 
tainly it isn’t the last. There are 
many companies with vested in- 
terests in the subject, sign concerns, 
designers, paper firms, and this is 
good selling material for them. 
There are many reasons why a 
modern company should use its cor- 
porate trademark or look in every 
conceivable way, on packages, on 
buildings, on vehicles, on stationery 
and on anything seen by the public. 
So this selling theme should be a 
continual one. 


> Perhaps then, the test of this film 
is how well do the Goldsholls state 
their case for Kimberly-Clark? 
We’ve seen this film twice. The first 
was a presentation at a Chicago 
convention — a premature showing. 
The film wasn’t ready. It was re- 
called and additional work was done 


Each month, AR editors review 
films and filmstrips of interest to 
advertising and sales promotion 
men, to help them look at the 
field more critically, to improve 
standards and understanding of 
the technique. Sponsors are in- 
vited to submit films for review. 


We then saw it in AR’s screening 
room. Frankly, we have a very 
strong “recall” of the film. This is 
interesting because there were parts 
of the film that we didn’t like, parts 
where we thought that design for 
design’s sake prevailed rather than 
an attempt to tell a story on film. 
Yet because we remember much of 
this movie, it becomes apparent that 
perhaps in films, as in radio com- 
mercial, there is certain irritation 
value. 

At any rate, this is a film that 
every person connected with selling 
and sales promotion should see. It 
offers new avenues and techniques 
that certainly will be used by many 
firms in the future and among those 
firms may be your competitors. E.s. 


Motion Picture Technique 


The Film Interlock . . . 21/2 min., color mo- 
tion picture, produced by Jay Gordon for 
Calvin Productions, 1105 Truman Rad., 
Kansas City 6, Mo.; Price, $15. 

This short film, first shown at 
Calvin’s workshop, uses animation 
to explain clearly the function and 








sheet 


Wotan i Weta Gs offset...the value 


ms $< 


VOUS ALT hia 4 | ld 


eT 21tIg /uued 








ST Siu] 





Designer: 

Jacques Nathan-Garamond is head 
of the Graphic Design Department 
at the Ecole Nationale Superiéure 
des Arts Décoratifs, in Paris, 

a position he has held since 1939. 
In addition, he maintains 

his own studio for advertising 

and editorial design. Creator of 
numerous exhibitions for the 
E.C.A. Information Service 

in Paris, he was awarded a 

Gold Medal for the 

“Best Poster 1958, Paris.” 


Jacques Nathan-Garamond, 
medal-winning French designer, 
challenges Penn/Brite Offset 
with vignettes to test the sheet’s 
ability to hold fine gradations 
of tone... solid blacks, blues, 
pur ples and olive greens 

to demonstrate opacity and 

ink acceptability. Further 
examples of the sheet’s 
compatibility with the 
“impossible” are reverses of 
fine type in screen and solids... 
and intricate register which 
would not be possible without 
the controlled moisture 

content of the sheet. The result 
of this “torture test,” 

as you see, is faithful repro- 
duction of each design element. 
Why not put Penn / Brite Offset, 
the value sheet, to the test 

on your next job? 


new york and penn 


pulp and paper manufacturers 


W rite for new swatch book 
and the name of your nearest 
distributor. 

New York & Pennsylvania Co., 
425 Park Avenue, 

New York 22, New York. 





NEW! Bigger! Better! 


e 
copyfitter 2%. 


» 106 PAGES! | 2%: 
> 1730 Type Faces 4 to 24 pt. 
Lowercase, Caps and Small Caps 
> 280 Complete Alphabet Showings! 
Fast, accurate, DIRECT 50 
VISUAL CONTROL $8 
Streamlined Copy-Fitting makes it casy to fit 
type like an expert. Thousands of users — en- 
dorsed by graphic arts leaders. Plastic bound, 
with all scales needed for copy-fitting in the 
precision die-cut Vinylite type-casting gauge 
Your best buy for $8.50! Money-back guarantee 
Order now — at art supply stores or direct 
ARTHUR B. LEE, 22 West 45th St., New York 36 
YUkon 6-8757 





Photo Post Cards & Business Cards 


7 r large quantities within to 10 days 
a or negatives. Free 3m 
* Tre Aah eee 
e, based on 35 years of 


ai) service to the photographic ind 


THE GROGAN PHOTO CO. 


Dept. aR ole Pali ee Rade 





To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


GYD advertisi may 
Requirements 





importance of the interlock. 

While this is effectively done, it 
seems as if the effort is hardly 
worth the trying. The motion pic- 
ture, while it has almost unlimited 
possibilities, is not necessarily the 
best or the most economical means 
of communication. R.B.K. 


Human Relations 


Ben Franklin Sells Today 
black-and-white sound motion picture, 
produced by The Jam Handy Organi- 
zation, 2821 E. Grand Blvd., Detroit 11; 
sale price $145; available for rental. 


While this is a generally useful 
film for improving human relations 
and therefore sales, it’s going to get 
a cool reception from the sophisti- 
cated viewers. 

Viewers who use the word 
“cliche” as an epithet are going to 
be upset at the lead role portraying 
Himself in authentic costume be- 
nignly mouthing maxims heard 
many times before. 

But still others, firmly indoctri- 
nated in the virtue and truth of 
these ideas, are going to benefit 
from hearing the Ben Franklin 
maxims once again. 

The quotes used seem surprising- 
ly modern, somehow, and it can- 
not be denied that they would be 
of help in almost any situation in- 
volving persuasive communication. 

A technical criticism could lie in 
the length of the film. In 23 minutes, 
it seems to this viewer there should 
have been more solid points made 
and less paternalism from the old 
boy. B.M. 


Sales Tool 


Cationic Asphalt Emulsions in Theory and 

Practice . . . 15 min., color, produced by 

Bob Atcher Films, 1037 W. Granville, Chi 

cago, for the Highway Construction Chem 

ical Dept., Armour Industrial Chemical 
110 N. Wacker Dr., Chicago 6. 


Of interest because an executive 
of Armour’s is used as a narrator 
instead of a professional actor. 
Which is to be preferred? The an- 
swer depends to a great degree on 
the ability of the executive, the sub- 
ject matter and the audience de- 
sired. If this is a problem facing 
you in your film program, then this 
film might be of interest. 

A direct, simple selling movie, in 
which the virtues of a new product 


.. 23 min., 


THEY 
SEE 


THEY 
HEAR 


THEY 


It’s as simple as... 


ON Ready! Set! Sell! 
Keep pen and order bianks handy. Open 


the lid of Tabletalk... and... Presto! 

Picture after picture flashes on a large 

screen as it ‘‘talks’’ with your sales 

message in compelling tones that con- 

vince and “‘close’’ on cali after call! No 

screen to set up! No com- 

plicated focusing or film- 

threading! Tabletaik is a 

35mm filmstrip projection 

unit and 4-speed hi-fi rec- 

ord player in an attache case! Keeps 
you and your sales story as fresh on 
the last call as the first in the morning. 
with i le 


Tabletalk 


VIEWLEX INC. 
35 BROADWAY, HOLBROOK, L.1., N.Y. 
Gentiemen: 

Send me the word Today! Complete 


Name 

Company 

ia si sceacitiinsteaciciccciceieiieapeainiiipaieieiliens 
a 





IN CANADA—ANGLOPHOTO LTD., MONTREAL 


r 1 
| I 
| 1 
1 | 
| | 
information on Viewlex Tabietalk. 
i 1 
i I 
1 —$——————— ef 
i ! 
| I 
: I 


| 


are detailed with great modesty. 
B. &-1 
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wees ME IN PHILLY... 


No, Sales Promotion Executives—that's not Benjamin Franklin on top of 
the spire! 


It's William Penn. He started this whole thing called Philadelphia. But 
Benjamin Franklin promoted it. 


And a lot of other things . . . like kites, keys, liberty and the American way 
of life. 


If you believe in the American way of Sales promotion, you'll want to be in 
Philadelphia for the 4th SPEA Convention. 


An exciting schedule of exhibits, informative lectures by well known key 
speakers—conferences . . . and of course, social activities promise to 
make this the top SPEA Conference to date. Make your reservations now! 


4th ANNUAL 


CONFERENCE 


APRIL 25-26-27 


SALES PROMOTION EXECUTIVES 


ASSO 


CIATION 


BENJAMIN FRANKLIN HOTEL 
Philadelphia, Pennsylvania 


For full information write: 
SPEA, 1212 Chestnut St., Philadelphia 7, Penna. 


112 + yp - April 1961 





Timely tie-in . . 


. Getting a photograph that permits a connection with current news 


events helps win space. This photo, distributed when the first U.S. space vehicle was 


launched, was used widely. 


Photography that 


By Frank G. M. Corbin 

Vice President 

Milburn McCarty Associates Inc. 
New York 


Unfortunately, too many publi- 
cists mistakenly think that photo- 
graphs are a luxury that only 
big-budget accounts or clients can 
afford. This is far from the truth. 
The application of imagination and 
elbow grease will mean much more 
in the way of effective publicity 
pictures than hundreds of dollars 
thrown carelessly into a “photog- 
raphy budget.” With proper plan- 
ning, any publicist can utilize pho- 
tographs to the advantage of his 
account or client. 

Getting to know what service 
syndicate photo editors want and 
can use is the first step towards 
success. You must know the re- 
quirements of the media in order to 
be able to supply the kind of photo- 
graphs they can use. The greatest 
picture in the world dosen’t mean 
a thing if it misses a deadline. 


Gets 


Most wire services will want 
negatives from which to work. They 
make their own prints for distribu- 
tion to their clients. Having the 
original negative on hand enables 
them to service better quality 
prints. 

Of course, wire services do utilize 
copy negatives on occasion. How- 
ever, intelligent publicists realize 
that anything you can do to make 
the editors’ job easier automatically 
increases your chances of having 
the material accepted. Thus, if the 
editors can use negatives, they 
should be supplied routinely. 

Most syndicates have a definite 
pattern to the material they service 
each day. There is a definite “bal- 
ance” in the pictures they issue. 
Thus, they will aim at having so 
many pictures of sports subjects, 
one or two on television, at least a 
few animal pictures, etc., each day. 

In the normal course of events, 
the material coming into the wire 
service headquarters does not meet 
this pattern. On some days, there 


A veteran in 

public relations 

outlines some guides 

in getting your 

photographs used in papers. 


Publicity 


will be far more photographs on a 
particular subject than can be used. 
On other days there are just not 
enough on the same topic. Pictures 
are rarely held over. A good picture 


eet as 


Corny, but . . . it got space, in spite of 
its cliches, and on the best page of the 
best outlet in the country! 
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it happens easier on Crescent! 


See your Crescent Quality Dealer for 
ILLUSTRATION BOARD ga 
BRISTOL BOARD gag T.V. 
BOARD g COLORED DRAW- 
ING BOARD gs WATER COLOR 
BOARD g MAT BOARD 


CRESCENT 
CARDBOARD 
COMPANY 


1240 N. Homan Ave./Chicago 51, Ill 
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Art, no Photography 
Editors preferred 
this water color, 

originally prepared 
only as a cover 
decoration. 


may be rejected merely because 
there are too many other pictures 
on the same subject that day. A 
week or so later, a far less interest- 
ing photograph will be used — 
merely because it happened to be 
on hand. 


> One very successful product pub- 
licity campaign is done with an 
almost microscopic budget. Twice 
each year, when the time change 
takes place from daylight saving to 
standard and vice versa, a veteran 
New York p.r. man trots out with 
pictures of his client’s alarm clock 
in various settings and situations 
and leaves some with every editor 
he can reach. He has pictures of his 
clock with children, with starlets, 
with sports figures, with tv person- 
alities, with bathing beauties. He 
has enough shots of completely dif- 
ferent backgrounds to be able to 
offer exclusives to every kind of 
syndicate, newspaper and outlet. 

How does he do it? Well, he 
checks everyone he knows in the 
publicity business and finds out 
when they are taking pictures. He 
goes to the studio and asks, “How 
about getting a picture of Miss 
Baked Apple with this clock? It 
won’t cost anything more for just 
one extra shot and I will service 
the picture with your complete 
credit.” He supplies a clock to be 
used as a prop. It is amazing how 
many pictures he can collect in a 
matter of a week or two, using this 
very simple approach. 


> This raises an important point 
about the business of publicity pic- 
tures. Don’t try to outguess the edi- 
tors. Don’t assume you know “ex- 
actly what they want.” On one oc- 
casion the clock-hawking publi- 
cist was told by a so-called “picture 
expert” that one shot he was about 
to use was “absolutely worthless.” 
The photograph showed a girl who 
was not a professional model but a 
secretary (they were saving money, 
you see). She was posed in an un- 
flattering fur bathing suit, seated on 
an ordinary desk in an office. On 
the wall was a calendar with the 
date for the time change indicated 
by an arrow casually drawn with 


sen es eile ene. 
grease pencil. She held the clock 
and looked at the camera. 

In the “expert’s” judgement, the 
publicist would only damage his 
reputation with editors by sending 
out anything as crude as this. For- 
tunately, the clock p.r. man ignored 
the free advice, for he sent the 
picture out anyway. The Result: It 
ran on page four of the New York 
Daily News, the most popular page 
in that multi-million circulation 
tabloid. 


> Another example stresses _ this 
point. A well-known educational in- 
stitution held a press conference to 
announce a new type of campus 
building. The p.r. firm handling the 
project labored long and hard to 
prepare special pictures so that each 
major paper could have an ex- 
clusive selection. 

Dozens of photographs were made 
of scale models, of architect’s 
sketches. Everything possible was 
done to provide a full selection of 
photographs. All of the pictures and 
releases were collected in a simple 
folder to form a press kit. As a last- 
minute thought, a stat of a sketch 
of the proposed building was pasted 
on the otherwise plain cover. The 
sketch was made, not by the archi- 
tect, but by an artist who worked 
rather informally on the task in 
watercolors. 

The result should have been ob- 
vious. The papers ignored their 
“exclusive” prints and used the stat 
of the artwork. The N. Y. Herald 
Tribune ran it on the front page and 
the N. Y. Times ran the same shot 
on its split page. 

MORAL: Don’t try to outguess 

editors — it will only 
lead to an early grave. 


> Another publicity project really 
ran very well indeed — except for 
one incident that illustrates a point 
that should be well remembered. 
That is, make sure of what you are 
doing before calling in the press. 

It seems these p.r. people had 
announced to all of the photo as- 
signment editors in New York that 
they would unveil the “World’s 
largest American flag” across the 
face of a new building. The flag 





had been made during World War 
II for a war bond rally and hadn’t 
been seen in some years. The re- 
sponse was great. Everyone covered. 
At the appointed time, the flag was 
unfurled from the roof, down the 
front of the building. It unrolled 
with a flourish, ripped to shreds. 
No one had bothered to check the 
condition of the flag beforehand. 
The material had long since rotted 
away. The client made the papers, 
all right, but not in the way he had 
hoped. 


> One of the best ways of using 
imagination in getting good pub- 
licity is the tie-in with the hot news 
story. There is nothing better to 
insure a welcome reception by an 
editor than to come in with some 
information that is connected with 
a fast-breaking story. 

Not too long ago, the people han- 
dling publicity for a toy balloon 
manufacturer had been given a new 
“earth satellite” toy to introduce. It 
received only limited attention in 
the consumer press. However, a 
few months after the toy had been 
on the market, the first U.S. space 
vehicle was launched. 

Working quickly, the publicity 
team took inflated models of their 
balloon satellite around to wire serv- 
ices, newspapers, news magazines, 
etc. They offered to have photo- 
graphs made according to editors’ 
instructions. In several instances, 
the editors took the models and 
made their own pictures immedi- 
ately. Meanwhile, other balloon kits 
were sent to three or four photo 
studios that regularly did work for 
the publicity firm. The instructions 
were to photograph the toy with 
children or any available props. 

Within 24 hours, the p.r. people 
had a fine collection of pictures 
which they were able to offer to 


Look before you leap . . . The unfurling 
of the world’s largest flag attracted a 
good press turn-out, but nobody bothered 
to check the condition of the flag. 





Give it a Chance / 
Sp Here is the one art and layout service f 


thet provides ALL OF THE TOOLS for effective 
layouts from idea to completed paste up. 


+4goe to cover mailing 


“== cost brings you 


— The Complete Current Issue 

This issve is yours to use and keep, with no 
strings attached — our way of saying “‘try it 
and benefit’. No obligation. No salesman. 


Due to its expense, this opportunity must 
be limited to those who have not received 
@ free issue in the last six months. ae 
Attach one dollar to letterhead and mail today te ® 


ALNUT STREET - PEORIA, ILLINOIS 





ANNOUNCING the NEW 


. + featuring 


The ‘EXPOSURMINDER’ 


Both paper and film (35mm) 
can be used in this ‘ 
machine. The ‘Expo- 
surminder’ permits 

changes from one to 

the other with a 

minimal of adjust- 

ment despite the 

difference in exposure 
requirements between the two. 


HEAOLINER 


model 840 


‘Heads’ by 
Model 840, 
Text by 

‘% Model 610. 


> 


Cutting Costs 
Is Our Business 


VISUALS, HEADINGS, DISPLAYS, CHARTS 


You can have a limitless supply and variety of ‘headline’ type for 
your layouts, mechanicals, signs, labels, etc., plus transparencies for 
projection or silk screen work. Simply dial your copy. In less than ninety 
seconds a smudge-proof, micro-sharp print will emerge, ready for use. Type 
fonts are changed like phonograph discs...and never wear out. Hundreds 
of different styles of type ranging up to 84 points in size. 


The HEADLINER machine is 
completely automatic. The process 
is photographic with all develop- 
ing, washing and fixing self con- 
tained and automatic. No dark-room 
or trays needed. Your office girl 
operates it at her office desk. 


VARITYPER CORPORATION 


eeeeeeoeeeoeeeeeeeeeeeeee 
SUBSIDIARY OF ADDRESSOGRAPH - MULTIGRAPH CORPORATION 


720 FRELINGHUYSEN AVENUE * NEWARK 12, NEW JERSEY 
Please send HEADLINER Book H-41 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
Prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 
116-118 W. Ohle St. © Chicago 10, Illinols 
Dept. A-4 @ Telephone: Michigan 2-5651 


GRAPHIC ARTS 
TOOLS 


ALL PURPOSE 
KNIFE 
#119 


Light, with re- 
tractable blade. 
Pocket clip. Use for 
gold leaf trimming or 
make ready. Extra 


bledes 25 $1 .00 


stylus #45 


STYLUS and Burnisher. End rounded for bur- 
nishing, other has needle for cuttting ace- 
tate. Only 20¢ 


ALL PURPOSE KIT 131A 


New kit for design, drafting, layout, silk 
screen, Complete with double end holder, 
leads, fixed blades, swivel blade. $3 00 


eee 
STENCIL KNIFE #24 


Finest balanced tool for all art purposes. 

Blade retracts into light handle. Nine dif- 
blad ailable, 25 each. 

ferent jes available c $1.00 


WRITE FOR NEW FREE CATALOG 
Dealer Inquiries Invited 
GRIFFIN MANUFACTURING CO., INC. 


1660 RIDGE RD. E., WEBSTER, N. Y. 
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syndicates. AP, UPI, NEA, Central 
Press, United Features were among 
the syndicates who serviced pictures 
on the “earth satellite” toy. By 
tying into the “hot” story, the pub- 
licists were able to give new life to 
the story that had caused little or 
no stir originally. A combination of 
imagination, fast action and leg 
work paid off handsomely. 


> The alert p.r. man should investi- 
gate as much as possible the re- 
quirements of the editors he wishes 
to reach. For example, Monday 
newspapers usually are chock full 
of sports photographs from various 
events that have taken place on the 
weekend. 

Early editions of Saturday A.M. 
papers, however, usually have few 
sports photos, since there has been 
little action during the previous day, 
most events being scheduled for 
Friday nights. So a good sports 
feature picture should be in the 
hands of the editor in time for use 
in the Saturday early editions. Tim- 
ing can be a very important factor 
in matters of this kind. 


> Knowing what editors want is of 
primary importance. To send photo- 
graphs of the type and kind that a 


Ready-to-Go Layouts 
Issued by Multi-Ad 


The second edition of “Ready-to- 
Go Layouts” of Multi-Ad Services 
Inc., is described in a folder pre- 
pared by the Peoria, Ill., company. 

All types of advertising layouts 
are contained in the booklet. They 
can be used either in black-and- 
white or in color. 

Copies of the folder are available. 

- for more details circle 413, page 139 


Two-Process Printer 
Produced by Ozalid 


A new two-process printer for 
making transparencies for overhead 
projection has been introduced by 
the Ozalid Division, General Aniline 
and Film Corp., Johnson City, N.Y. 

It is called the Projecto-Printer 
40. The company says it produces 
sharp transparencies up to 9%%x 
12%” from bound books, material 
printed on both sides, or individual 
illustrations. 

The Projecto-Printer 40 is 1214” 
in width, 1534” high and 1914” long. 
It weighs 35 pounds. 

The Projecto-Printer uses two re- 
production processes, dry developing 
diazo method that produces directly 


publication does not use is not only 
wasteful, it can be damaging. It in- 
dicates to the editors that the pub- 
licist who sends these pictures is 
not well informed about the busi- 
ness. 

Examine the newspapers, regu- 
larly, on a _ steady basis. Check 
them carefully for a week or two. 
See if you can spot a pattern in the 
kind of photographs used from day 
to day and from edition to edition. 
Early editions will usually carry 
several feature pictures. As the day 
grows older, each succeeding edition 
will have more and more spot news 
photos. 

Remember, one great benefit of 
photographs in publicity is this: A 
good photograph can stand on its 
own feet without a hot news story 
to back it up. Some of the most 
successful placements have been 
achieved through the utilization of 
good photography. The unusual 
nature of the photograph made it 
so appealing that it was used even 
though the story or client involved 
is no longer news in himself. 

The old adage about one picture 
being worth a thousand words might 
be reworded for the public rela- 
tions man: Pictures are worth a 
heck of a lot more than a thousand 
words in publicity work. 44 


from any translucent or transparent 
master and the reflex photocopy 
method that makes a transparency 
from any original. The complete 
two-fold processing unit is housed 
in an impact-resistant plastic case. 
It has storage space for developer 
supplies, and up to 100 sheets of 
sensitized material. Operation re- 
quires 110 volt AC. 

According to the company, the 
printer is suited for educators, the 
military and salesmen because its 
simple operation and _ portability 
makes possible in-the-field produc- 
tion of transparencies for any pres- 
entation. 44 


Scribed Tables . . . Portable light tables 
featuring scribed glass top are being 
marketed by Foster Mfg. Co., 140 N. 
13th St., Philadelphia. A circle marks 
direct center of working service. Scales 
both width and depth of glass are gradu- 
ated, starting with zero at center points. 





Continuous Tone Film 
Introduced by Ozalid 


A new diazo-sensitized continu- 
ous tone film has been introduced 
by the Ozalid Division, General 
Aniline and _ Film Corporation, 
Johnson City, N.Y. 

It is, according to the company, 
designed specifically to compete 
with photographic films in the copy- 
ing of continuous tone negatives 
and positive originals and represents 
a major advancement in diazo tech- 
nology, finding its major usefulness 
in photographic applications as op- 
posed to conventional equipment and 
office uses by helping bridge the 
gap in compatibility between the 
diazo and photographic processes. 

Continuous tone film finds poten- 
tial wide usage by professional or 
commercial photographers, photo- 
graphic departments of large com- 
panies, Polaroid hobbyists, govern- 
ment agencies, lithographers, and 
owners of medical and industrial 
x-ray equipment. For duplication of 
transparencies, the quality of re- 
production is said to be as great as 
that of the original and much better 
than is normally obtained by a 
silver halide duplication which re- 
quires the intermediate use of a 
negative. 

Important uses in the audio visual 
field, as detailed by Ozalid, will be 
reproduction of continuous tone 
photographic positives and nega- 
tives for overhead and 2x2” pro- 


jectors, black and white reproduc- PERSUASIVE and GENEROUS 


tion of 8x10” color transparencies ei GIVEAWAYS 


for overhead projection, black and 

white duplicates of 35 mm color 

transparencies. The film has the 

ability to duplicate the full colors 

of a transparency in corresponding 

shades of black and white, with 5. 

good orthochromatic rendition of i r NEW for ‘61 


the color value of the original. 44 * World Globe Balloons 


* Bowling Ball Bolloons © Photo Balloons 
* Beach Balls ¢ Punch-O-Balls 


* Miniature Sports Balls and More 


Order this FREE 
Color Catalog 


. illustrates OAK’S 
exclusive 2-color 
and complete 
coverage advertising 


imprints . . . 


...or see 
the OAK Display 


N PB Exposition ah ot 
Booth A-4, Navy Pier, Chicago _~ I = a » 


April 10-13 


227 Sycamore St., Ravenna, Ohio 
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A Simple Technique to 
Get Textured Backgrounds 


An artist explains a new 


method to interesting re- 


sults, for which all you need 
are an airbrush, paper and 


imagination. 


By Allen Sommers 


Of all the tricks of the designer’s 
art, none is handier than the ability 
to come up quickly with a striking, 
effective and original texture back- 
ground whether for a slide, a 
film title, a type layout or a book 
cover. 

One artist, Egon Benkiser, of Mel 
Richman Inc., Bala-Cynwyd, Pa., 
and New York, has evolved his own 
method for creating background 
which he claims has three distinct 


1. Crumple 


2. Airbrush 


advantages. First, he can make them 
quickly a lot more quickly, he 
found, than the photographic divi- 
sion could obtain the same result. 
Second, he can get a wide variety 
of effects. Perhaps more important 
than the other two is the fact that 
each background is unique: a 
creative effort that literally defies 
duplication. The steps he follows are 
simple. For he simply crumples his 
material—paper, foil, light card- 
board. Then it is sprayed from an 
oblique angle. When smoothed out 
again, the paper has a deeply de- 
fined texture pattern that looks as 
if it had been done photographical- 
ly with all sorts of lighting effects. 

Another advantage is that the 
coarseness of these patterns can be 
varied widely, too, by crumpling the 
paper tighter or looser. For example, 
if an artist is after a fine texture, 
he can use the thinnest possible 


3. Smooth 


stock so that it wads easily. 


> The entire operation takes about 
15 minutes, furnishing a bold tex- 
ture background that is absolutely 
flat. Another dimension can _ be 
added by spraying the finished work 
with several colors, rather than one, 
or by varying the shades of gray 
used. In fact, an artist can go one 
step farther by starting with a paper 
that is already textured. 

Another way of varying the effect 
is by using extremely large sheets 
of paper and a spray gun or a pres- 
sure can of paint to do the job. This 
is especially effective for setting up 
backgrounds, decorative panels or 
even stage setting quickly. 

Besides his tricks of texture, Mr. 
Benkiser also works variations in 
line and shading. The methods used 
with the air brush provide the 
needed effects. 44 


4. Mount 





You ran all the way home! In your hand, 
flapping in the wind, was the first draw 
ing you had made in kindergarten. It 
had to be for your mother. 

And sure enough, when you showed it 
to her she agreed it was beautiful. Had 
you done it all by yourself, she wanted 
to know? Imagine! 


Perhaps Rembrandt himself knew 
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ASTERN FINE PAPER 
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such pride. But it hardly seems possible. 

And perhaps you'll never know pride 
in quite that way again. Yet now, as you 
look at a fine piece of printing that has 
just come off the press, you feel some 
thing very close to it. 

Pride. We share it with you. Because 
good printing begins with good papers. 
And that’s the only kind we make 
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Atlantic Bond’s new 


whiter white 1s a showcase 
for your fine printing 


Have you noticed the fluorescent whiteness of this page? 
Actually, the paper is Atlantic Offset, but you'll find this 
brilliant whiteness in our new Atlantic Bond, too. 

Blacks look blacker. Colors are more brilliant. Type 
has a new snap. Atlantic Bond's new white makes your 
good printing look even better. 

We've been able to give you this whiter white with 
out sacrificing Atlantic Bond's outstanding printing and 
typing qualities. And each sheet still bears a genuine 


watermark, including the substance number of the paper. 


Atlantic Bond is available in 13 colors, in addition 
to the new whiter white. And in Regular, Ripple and 
Linen finishes. Ask your Eastern Franchised Merchant 


for samples Or write us direct. 


EASTE RN FINE PAPERS 


STERN FINE PAPER AND PULP [ . ANDARD PACKAGING CORPORATION e BANGOR, ME 


EASTERN 
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Literature Describes 
Goodkin Projector C 


M.P. Goodkin is making available 
new literature on the company’s 
Model C direct projector. 

It features a 23x31” drawing 
board, an 18x23” copyboard, both 
downward and wall projection, and 
simplicity of operation, according to 
the company. Other features include 
a front-surfaced mirror preventing 
“ghosting” and providing true, pin- 
point image refraction onto the 
drawing board as well as a special 
holder permitting copying of trans- 
parencies up to 8x10”. 

- for more details circle 414, page 139 


Instant Lettering Sample 
Offered by Arthur Brown 


Instant Lettering, a product that 
differs from decals and_ similar 
products in that the actual letter is 
transferred from the carrying sheet 
to any surface with just a light 
pressure, has been introduced in the 
United States. 

Uses suggested by the importer 
include putting names on office 
doors, charts, graphs, displays, signs 
and slides. 

A sample and catalog of 
styles are being offered. 

- for more details circle 415, page 139 


type 


Haloid Brochure Tells 
Of Photocopy Process 


Haloid Xerox is offering a 16-page 
brochure which illustrates and de- 
scribes the concern’s photocopy pro- 
gram. 

The brochure defines the charac- 
teristics and sizes of photocopy 
papers, gives manipulation instruc- 
and offers constructive sug- 
gestions for correcting common 
operating problems. 

A section is also allotted to Haloid 
photocopy chemicals, and the types 
of photocopies that are legally pro- 
hibited by Congress. 

. for more details circle 416, page 139 


tions, 


I finally got an assistant to take some 
of the work off my desk. 


ATTENTION 


GETTERS! 
el tT ema Te ah 
‘““MOPPETS”’ 


Hundreds available 
eal ih ers 
Tee lalate! 


DOUGLAS MACK 
1550 Church St. San 
Francisco 14, Calif 


Complete StockseWhiteeColors FRE EE 


82tol4Gai oTackers® License 
fasta ule? aisT 


Platee Estate ® Traffic Con 
The Yarder Manufacturing Co. 





trol @ Circles @ PROMPT 
720 Phillips Avenue © Telede 12, Chie 
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SINCLAIR 


WANTED FOR ALL USERS OF DECALS 


RCAL® (plastic decal) is permanent, waterproof, tough 
pplied — without water in any weather. Best indoor, ovt- 
door emblems. More economical. Write for samples. Mode only by 


MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


EVERY STYLE 


LCI Mt 
TUT ie gE LTT OU 
>TILL ONLY | Order by name from 
50: es ele) ea 
| on receipt of 25¢ 
A WORD | lings thruout USA 


FLEXO-LETTERING CoO., INC. 


305 —. 46 ST. e N.Y. 17 © PL 3-4943 





If You Don’t Get At Least 10 New Ideas and 
Money Saving Techniques of Important Use to 
You...RETURN THIS BOOK IN 10 DAYS! 


GIANT-SIZED 423 PAGE 


Gre 


ENCYCLOPEDIA 


of the GRAPHIC ARTS 


Here, in one single, authoritative, complete, comprehensive encyclopedia is your 
complete graphic arts technical library. It is the one book in its field that will be 
kept close at hand—as your immediate and dependable source for the essential 
information and solutions you need to answer your platemaking and presswork 


questions.. 


.and to solve your photomechanics and printing problems. 


IF YOU BELONG IN ANY ONE OF THESE CATEGORIES, THIS 
BOOK WILL BE YOUR CONSTANT SOURCE OF AUTHORITY! 


* ARTIST, ENGRAVER, LITHOGRAPHER, PHOTOGRAPHER, PRINTER, SILK SCREEN OPERATOR... 


here is your comprehensive ‘‘how-it's-done” 


picture of conventional techniques, plus the new- 


est innovations, many of which have never before been published. You'll learn new ways 


to achieve finer quality. 


ADVERTISING AGENCY, PRODUCTION MAN, STUDIO HEAD, 


BUYER... 


AD MANAGER, GRAPHIC ARTS 


here is the book that shows you how to obtain better results, greater efficiency in 


the planning and preparation of materials for printing and platemaking. 
* THE EXPERT—will find this book a welcome refresher and a means of keeping up-to-date. 
* THE NOVICE—will find it a source of education equal to years of schooling and practical work. 


9 IMPORTANT 
CHAPTERS a 


2. Photographic Materials 
and Equipment 

3. Continuous Tone, Line 8. Silk Screen Process 
and Halftone Photogra- 9. 


Covering every phase of 
photomechanics and printing 
—completely informative... 
yet as easy-to-read as a 
novel. PLUS over 300 illus- phy 
trations...including articles 
by over 100 foremost lead- 
ers and practitioners in the 
graphic arts field. 


1. Originals for Reproduc- 6. 


4. Color Reproduction 
5. Photoengraving and 
Letterpress Printing 


Photolithography and 

Offset Printing 

+ Photointaglio Proce- 

dures 

Civilizations Debt to 
Paper 

Plus a Complete Subject 

Index and 

Proper Name Index. 


ee ee 


10-DAY FREE I To: Advertising Requirements 


INSPECTION 
COUPON 


\f you don’t agree 
that ‘‘Photomechanics 
and Printing” is the 
most used book on 
your desk, return it 
after 10 days’ free 
examination for your 
money back. $15.00 


Chicago 11, 


$15.00. 


Name 


Organization 


| 200 E. Illinois Street 
Illinois 


[] | accept your FREE 10-day inspection offer. 
either return your book in good condition or send my check for 


Attn.: Technical Book Dept. 
After 10 days I'll 


() Enclosed is my check for $15.00. Same 10-day free inspection 
and return privilege apply. 


—_Title— 





postpaid in U.S.A. or 
Canada, $16.00 else- 
where. 


Address. 
City 


_ Zone___ State 


April 1961 - @ - 121 





NEW TRIPLE FEATURE 
PREMIUM IDEA 


An Elgin exclusive! A watch for 
Him, another for Her... all in a 
gold-trimmed leatherette case which 
later serves as a jewelry or cigarette 
box. Created solely for premium use. 


See Elgin at National Premium Buyers Exposition 
Chicago, April 10-13, Booth A-198 


122 + a * April 1961 
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nequaled 


Premium Department P-2, Elgin National Watch Company 
Elgin, Illinois + Phone: SHerwood 2-3300 


Please send me information about Elgin 
watches for use as Your Name 


Sales Service 
Incentives Recognition Company 


Dealer Other (Please 
loader describe 


Contest 
Award 


Jobber 


Incentive 


Tentative budget per unit $ 
Probable number of units needed 
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By Ted Sanchagrin 
AR Eastern Editor 


Recently in Philadelphia an ad- 
vertising agency was awarded a 
bronze plaque by a client. The set- 
ting was the Poor Richard Club. 
The president of N. W. Ayer & Son 
accepted the plaque from the presi- 
dent of International Correspond- 
ence Schools. The ICS account has 
been at Ayer continuously since 
1896. 

Beyond the initial impact of such 
a ceremony, there are several points 
worth keeping in mind in the use of 
plaques, tablets, trophies and medal- 
lions as a sales promotion tool: 


@ They will be displayed lovingly 
and for a long time. The recipient 
seldom files or discards them. 


@ They serve not only as a conver- 
sation opener, but also as a self- 
perpetuating promotion for both giv- 
er and receiver. 


@ They create an aura of longevity, 
superiority, eminence, craftsman- 
ship. They are basically a form of 
symbolism. 


® They help to promote or sell a 
company’s product or service through 
subtle proximity, the association of 
ideas. 


Advertisers Buying Guide 


AIBIG 


PLAQUES 


and 


TROPHIES 


e They perform a definite, long- 
range function as one form of sales 
promotion when properly used. 


> As good a starting point as any in 
this field are the catalogs and other 
literature of suppliers. One warn- 
ing: Do not settle for a catalog and 
a quotation from just one supplier 
initially, unless you know the field 
already. 


dusts wu 


fhe Ba rer Pg onsen 


There are ranges of quality and 
ranges of prices. One supplier quotes 
$6.90 for a single stock plaque, en- 
graving at nine cents a letter, $7.30 
to $16 for another stock plaque, de- 
pending on quantity, preparation 
charge of $20 added to the unit price 
of this second type of plaque. An- 
other doesn’t mention prices in his 
catalogs, but says they range be- 
tween $50 and $500. A third shows 


MEMBER 


i bane 
Tt at My 


PP A” Serene 


4 Monthig Besget Plan for 


Variety of Treatment . 
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. . An assortment of plaques, from Beaux Arts Studios, is shown 


here. On the left is an artist’s original document on parchment, mounted as a recessed 
solid walnut plaque with plastic facing. Next an industrial award is mounted on a 
laminated plaque. In the center is one of a series of dealer service awards, in which 
the individual names and dates are added by hand. Mounting is laminated walnut. Be- 
low is a p.o.p. display plaque, a laminated duron board with a combination easel- 
hanger back. Far right, bronze, etched and colored, mounted on solid walnut. Indi- 
vidual names are engraved to match and enameled 


Premiums, Prizes & Specialties © 123 





AWARDS, 
PLAQUES 


INDUSTRY 


“OSCARS” 


from 


HOUSE 
of 
WILLIAMS 


American Home Laundry 
Mfgrs. Assoc. Award for 
Annual Consumer Contest 


SEND FOR FREE 
IDEA FILE! 


See how other advertising agencies 
and manufacturers use special awards, 
industry ‘‘Oscars’’ and desk pieces to 


© “spark” an Advertising Campaign 
© ‘“sweeten-up” a Special Promotion 
© “wrap up’’ a Dealer Loading Plan 


Our creative staff would welcome the 
opportunity to make suggestions in 
accordance with your needs. See how 
you can incorporate your 


logo into.... 


company 


paperweights 
medals 
plaques 

cups 

pins 

awards 
trophies 


We provide a complete hand engraving 
service for all the products we manufac- 
ture. 


37 SOUTH WABASH CHICAGO 3. ILLINOIS 


F ni 
“4 WOR 


TROPHIE 


RUSH IDEA FILE TO ME 
BY RETURN MAIL! 


House of Williams 
37 South Wabash Ave. 
Chicago 3, Illinois 


Gentlemen: 
Please send me free idea file 
by return mail 


NAME 
ADDRESS 
CITY & STATE 


COMPANY NAME 


April 196] 
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Selected List 


Adcraft Mig. Co. 
1639 W 
Chicagce 

Arlen Trophy Co. 
68 Brook Av. 

N. Plainfield, N.J. 

Award Incentives 
160 Jay St 


Evergreen St 


9 


Brooklyn | 
Beaux Arts Studios 

30 N. LaSalle St 
Dieges & Clust 

17 John St., N.Y. 
Dodge Inc. 

702 N. Hudson St., Chicag 
Emblem & Badge Mig. Co. 

68 Pine St., Providence 
Bruce Fox Co. 

New Albany, Ind 
General Bronze Corp. 

Stew 1rt Av. 


rden City, N 


plaques from $35 to $235, and othe: 
style engrossed and _ illuminated 
scroll plaques “from $500.” 

The problem of speculative costs, 
which  point-of-purchase display 
suppliers complain of as a plague, 
is no problem in this area. When 
you wish to have a plaque or trophy, 
the supplier is glad to submit 
sketches from his art department or 
use yours and give an estimate for 
consideration without charge. Often 
he has patterns on hand for a vari- 
ety of styles and 
standard patterns that 
from simple to intricate. 


sizes, designs, 


can range 


> Is a plaque or trophy an award 
fairly won in competition? Or is it a 
gimmick? You might check with 
your industry standards, and on oc- 
casion your Better Business Bureau, 
to avoid unfavorable publicity. 

An attic and basement builder 
displayed a laminated plaque in an 
exhibition booth in Penn Station, 
New York. The plaque was an 
“award” for “an exemplary record, 
unusual achievement and custome! 
satisfaction.” But a commuter whc 
was also an investigator for the Bet- 
ter Business Bureau of New York 
thought otherwise. The Bureau 
could not see how a company incor- 
porated for only two years could 
have “38 years of home improve- 
ment experience,” a phrase noticed 
in a booth brochure. 

The Bureau notified the company 
the plaque was a gimmick, that it 
did not comply with the home im- 
provement industry’s own code of 
ethics, which provides that awards 
of honor or merit should be given 
only by a “qualified and sincere” 


source, without obligation, and 


of Suppliers 


House of Williams 
37 S. Wabash, Chicagc 
Intl. Bronze Tablet Co. 
150 W. 22nd St., N.Y. 
Edwin W. Lane Co. 
32 W. Randolph St. 
Medallic Art Co. 
325 E. 45th St. 
F. H. Noble & Co. 
559 W. 59th St., Chicag 
Studios of John Apt. 
Jenkintown, Pa 
Syracuse Ornamental Co. 
1600 Rich Av., Norfolk, Va. 
U.S. Bronze Sign Co. 
101 W. 31st St., N.Y. 
Weck of Escondido 
218 E. Grand Av. 
Escondido, Cal. 
Wendell-Northwestern 
2424 E. Franklin Av 


Minneapolis 


Chicago 


ee 8 


should be fairly won in competition. 
Results at this writing: both 
plaque and brochure are still in 
Penn Station. The company had 
agreed to “rescind” its “award,” and 
“directed” the company to remove 
the plaque. But both plaque and 
phrase remain. The Bureau hopes to 
smoke it out through publicity. 


>’ One manufacturer was asked how 
an advertising or sales promotion 
manager interested in a plaque or 
trophy might go about it. He com- 
posed a guide, which seems to be 
standard in the industry. Depending 
on whether you're located in an 
area near a manufacturer, or in an- 
other area where you might have to 
deal through the local jewelry store, 


MORRISON CENTENNIAL 
1855-1955 


PRESENTE 


IN GRATEFUL APPRECIATION OF 
UNSELFISH EFFORT IN MAKING 
Ani Meri ae 4.) 2 Naish ee eee 3) 


est aa wee 


MORRISON, ILLINOIS 


Etched Bronze 
money 


. . This technique saves 
when ten or more _ identical 
plaques are needed. Done photographical- 
ly, the process takes about five weeks. 


This one is by Wendell-Northwestern 
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Idea Books 


more successful 
promotions... 


by the 
Editors 


of Better Homes & Gardens 


Better Homes & Gardens 


, DECORATING 
* BOOK 


y “4 au 
ey 

te 
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America’s most popular cook- 
book — in fact, the No. 1 hard- 
bound bestseller in any category! 
A deluxe premium! Retail: $3.95 


a 
© 


A leader in “home decorating. 
Crammed with color pages and 
help on furniture arrangement, 
color schemes. Retail: $5.95 


Build a better promotion with the books 
aD America lives by! Over 17 million have been 
ce We sold. They are featured in national advertising 

. Dl reaching 20 million readers. They have proved 
their effectiveness in promotions throughout the U.S.A. 
Get the profitable details . . . including attractive discounts 
. .and your FREE IDEA BOOK! Fill out and attach this 
coupon to a note on your company letterhead. Tell us which 
book you want to receive free, and how you 
plan to use or offer the books. Sorry, no self- 
liquidations. (This offer is limited and subject 3 IDE 
to cancellation at any time.) 


a ot “Mig; 


SE: 


tab- indexed, full of how-to 


Better Homes A Gardens € 


a TU 


~ BetterTlomes 
¢ Garden book 


ee 


Better Homes & Gardens’ pan 
selling guide to 


gardening, lawn 
care, landscaping. Over 1000 
photographs. Retail: $4.95 ill Retail: $4.95 


justrations. 


Mr. William Buchholz 
Book Division 


Better Homes & Gardens, Des Moines 3, lowa 
Dear Mr. Buchholz: 


I am interested in Better Homes & Gardens IpEA Books 
for promotions. 
Enclosed is a note on my company letterhead telling you 


which IpEaA Book I wish to receive free and how I plan to 
use or offer the books. 


COMPANY NAME 
& ADDRESS 
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need a 
better 
sales 
incentive? 


Try less threatening with the ax 
and more tempting with honey! 
For a honey of a stimulator— 
you can’t do better than a hand- 
some plaque or trophy. And 
there’s no better place to find 
it than at Emblem & Badge who 
will supply you with exactly the 
award you need to keep those 
campaigns moving onward and 
upward! Act now—send for our 
free catalog. It’s filled full of 
the largest in-stock selection 
of plaques and trophies avail- 
able anywhere! 


EMBLEM & BADGE MFG. CO. 
Box A. R. 4 


68 Pine St., Prov. 3, R. |., DExter 1-5444 


PENCIL 


CADDIES 


Low Cost, Long Life 
Put your name on his 
desk and keep it there! 
Mail flat, flip open. Heavy 
cover stock, Perfect for 
Trade shows, monthly 
calendars, special an- 
nouncements. 8c ea., 
quantities even less. 
Write for samples. K & D 


Specialties, Coopersburg 
3, Penna. 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


SPIN-KLICKER -y 73 
Reel, poaty performance, no 
lash, fresh or salt water, ic 
ing. Use any rod, pole 

branch, left or right han d 

150 yds. 8 Ib. test line. Made 


duPont  delrin Practi 00 
cally indestructible. Sat a | 


onl z isfaction guaranteed 
, ABOP CO. Dept. AR 
5204 S. Lorel Ave 
Chicago 38, II! 


Trdg 


S 13c EACH — 
@ er ae oe 


Ave ) an Me be)! 
ee a Pei CL errs 
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sporting goods store, or jobber, these 
are the points: 


1. Furnish your source with some 
idea on how the plaque, tablet, 
trophy or medallion will be used, 
and the quantities you will need. 
Any stat, picture, proof, rough idea 
of your markets, products, brand 
name and slogans will help. 


2. The supplier will show you what 
he has, in person or through litera- 
ture, and will submit a sketch, in 
color if necessary, showing just how 
your plaque or trophy will appear. 
Quotation on all costs will be in- 
cluded. There is no charge for 
sketches and actual sculptured mod- 
els when these are necessary. And 
at your request he often will pre- 
pare a promotional program, advis- 
ing you how you might use your 
basic item to get maximum results 
and publicity. 


3. After corrections, if any, and ap- 
proval of the first sketch, a clay or 
plaster model or hand-made sample 
will be made by the sculptor or 
model maker, when this is called for 
(sometimes stock items make cus- 
tom items unnecessary). 


4. Molds and dies start after the 
model has received your final ap- 
proval. Delivery dates, timed in ad- 
vance of your promotional plans, are 
established for you. First trial metal 
casting and assembly are hand-fin- 
ished, inspected and approved or 
not by you, and drop shipment in- 
structions follow. 


> Where to go to get these items, or 
information about them, can be sim- 
ple or confusing. The accompanying 
list of sources is a start. If you are 
not in a metropolitan area repre- 
sented in this list, resorting to mail 
is almost as practical. Your local 
jewelry store or sporting goods store 
is another source. You might try 
more than one in your community, 
because any one store is usually 
tied in with a single manufacturer. 


Coming Next Month! 


P.O.P. Trophy . . . Old Crow, by Arlen 
Trophy Co., stands 742’ on a 542” eb- 
ony base. More than 1,000 were dis 
tributed 


In some cases, the original manu- 
facturer will deal directly with you. 
In other cases, there is a possibility 
that you might be steered to an 
outlet nearest you. 

One supplier points out that there 
are advantages in economy and in 
personal, direct service in dealing 
with the prime source. Whether this 
holds true generally is difficult to 
determine, particularly in the area 
of price. 


> To pin down a representative list 
of sources, the word received in in- 
terviewing often was that “sources 
are as near as your classified tele- 
phone directory.” Such ferreting is 
admittedly unwieldy and time-con- 
suming for the prospective user of 
plaques and trophies. In the Man- 
hattan directory, for example, you 
might find yourself unnecessarily 
getting to many secondary sources. 
Some are not knowledgeable enough 
to know the specifics of sales promo- 
tion angles. All sources listed in this 
article say they’re interested in the 
sales promotion business discussed 
here, and so far as can be deter- 


8mm SouND PROJECTORS 


And in the months to come: 


APPOINTMENT CALENDARS 
MATCHES 


PostTace STAMPS 


SMALL PRESSES 


PRESSURE-SENSITIVE 
MATERIALS 


TRAINED ANIMALS 





Cast Bronze .. . The deep letters on this 
plaque, by U.S. Bronze Sign Co., lend an 
impressive air of distinction 


mined they are prime manufactur- 
ers, 

One item you would have to pin 
down in the use of plaques and 
trophies in sales promotion is the 
length of time it takes to get them. 
Sometimes this depends on quan- 
tity. Other times it may depend up- 
on how intricate a design you’ve 
chosen. Delivery time has a broad 
range—from ten days to six months 
—“ten days sometimes,” “two 
weeks,” “three weeks,” “four 
weeks,” “five weeks,” “eight weeks,” 
“six months.” The average is per- 
haps five weeks. 


> The one-shot job has its place. For 
example, an item presented to the 
chairman of the board on his retire- 
ment is a specific use. Oftentimes, 
however, there are opportunities 
unused, which would result in econ- 
omies. If a custom job averages 
$1,500 in initial artwork, sculpting 
and dies, this cost can be amortized 
through pantagraph-reduced minia- 
tures—desk medals, smaller plaques, 
paperweights, cigaret boxes—the list 
is long. 


> In the trophy area, says one sup- 
plier, here are a few ideas on how 
other firms and organizations have 
made practical gifts and promotional 
trophies from their product minia- 
ture, trademark, brand name or em- 
blem. Ash trays, electric desk clocks, 
spring driven clocks, coin banks, 
ladies’ compacts, pen set bases, cig- 
aret boxes, envelope openers, utility 
desk trays, book ends, paperweights, 
cigarette lighters, memo paper 
holders, calendar pen sets. 

The source adds that the creation 
of a three-dimensional replica of 
your product, trademark or brand 
name opens the door to a variety of 


sales promotion, sales incentives, 
point-of-purchase, premium and 
business publicity opportunities. 
The plaque or trophy itself (and 
this includes tablets and medallions) 


can be used in a number of in- | 


stances. Some examples: 


@ Anniversary of your company or 
corporation. 

® Anniversary window and in-store 
displays. 

® Introduction of a new product or 
line of products. 

® Introduction of a revised or mod- 
ernized trademark. 

© Introduction of a brand name or a 
trademark. 

e Employe suggestion plan awards. 
¢ Commemorating the founding of 
your company or corporation. 

© Retirement of a president, chair- 
man of the board or other executive. 
@ An award to a director or direc- 
tors of the board. 


© Employe recreation program 
awards. 


® Honoring the founder of the com- 

pany or corporation. 

® Special events in history of trade 

associations. 

© Commemorating the opening of a 

company’s new building. 

@ Honoring an important historical 

anniversary. 

® Acknowledging donor contribu- 

tions in fund-raising compagins. 
Does your company give cash 

prizes or trips to Bermuda in sales 


Fully Modeled . . . The gold-plated bottle 
is in three dimensions in this walnut and 
bronze plaque from House of Williams 


Something Special 


IN PLAQUES AND TROPHIES 


\ 
LANE \ 


Creative Designs... 


Save valuable executive time 
..- Meet program deadlines... 
stay within prescribed budget. 


Our 41 years of specialized ex- 
perience solving clients’ award 
problems can help you. IF IT IS 
AN AWARD—WE HAVE IT... 
any style, any type, any mate- 
rial and for any purpose. Sug- 
gested programs and custom 
design sketches submitted with- 
out obligation. Request free 
literature today. 


EDWIN W. LANE CO. 
32 W. Randolph St., Chicago 1, lil. 


Dept. ADR...send me information on 
[) Plaques ([] Trophies (CD Jewelry 
(CO Contests [(] Promotions ([) Awards 


Name____ 


Address. 
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contests? One supplier of plaques 
said the argument he receives quite 
often is that people want the cash or 
a trip to Bermuda, rather than a 
plaque. But the cash is spent and 
the memories of the trip dwindle. 
“Why not give something more per- 
manent, in addition to that cash or 
that trip to Bermuda, for another 
$25 to $50?” he asks. 

The point is that a quality item 
such as he’s talking about is some- 
thing that lives on. In this field you 
don’t have to be an expert to recog- 
nize quality or lack of quality. Your 
budget is the determining factor, in 
most cases. Trends in bases and 
mountings may change with the 
times; bronze is still “the metal of 
the ages;” aluminum and stainless 
steel are making some inroads, and 
vitreous enamel letter-coatings are 
a late addition. The basic idea of 
quality is still inherent. 

Trends in this field are keyed to 
home decorating innovations, one 
supplier points out. Onyx and mar- 
ble once were “the thing” in trophy 
bases. Today it appears to be walnut 
mounts and bases. Cast bronze has 
a definite niche in plaques and tab- 
lets. Yet modern, lighter, brighter 
colors and buildings of stainless 
steel sheaths and aluminum and 
glass are creating demands for 


“modern” metals. 

Trophies appear to becoming more 
ornate, incorporating product repli- 
cas. In the stock area, the catalogs 
show a wide variety of choices in 
figures. And if there isn’t one avail- 
able for your particular tastes, there 
is always the tried-and-true “Vic- 
tory” figure, which covers many 
needs. 


> The cast plaque requires engrav- 
ing. It can be mounted on walnut, or 
not. It can be personalized, or in 
mass use it can be impersonal. Etch- 
ing of thin sheets with an aluminum 
base topped with gold results in a 
silver inscription against the gold. 
This is another, less expensive type 
of facing used for inscriptions on 
plaques and on trophy bases. Black 
lettering sometimes forms the semi- 
stock portion of the face, with etch- 
ing for the individualized portion. 

Most suppliers give differing state- 
ments on the extent of knowledge 
displayed in this field by users and 
prospects. One says advertising and 
sales promotion managers _inter- 
ested in employing a plaque usually 
know their budget, but don’t know 
what they want. Another says they 
have a pretty good idea on budget, 
type of item wanted, but are not 
aware of some economies and addi- 


HANKSCRAFT 


sells Coke* 


Like all of the best motion displays, the 
animation for this supermarket “compass” 
for Coke is Hankscraft-engineered. It fea- 
tures vivid colors and eye-catching rotary 
motion. The 30” background wheel is pow- 


ered by a rugged, syn- 
chronous-type plug-in mo- 
tor. It turns about ten 
times a minute. 

All Hankscraft-powered 
pieces work silently, 
smoothly and safely—and 
at lower cost! Let Hanks- 
craft engineer the anima- 
tion for motion that moves 
merchandise! 


COMPLETE 
ENGINEERING SERVICE 
for animating displays of 
all sizes, AC-powered or 
battery-operated. Send 
dummy to: 


HANKSCRAFT CO. 
Display Motor Division 
REEDSBURG, WISCONSIN 


Display produced for Coca-Cola by 
Interstate Boochever Corp., Fair Lawn, New Jersey 
Coke is the registered trademark of The Coca-Cola Company 


WORLD’S LARGEST MANUFACTURER OF BATTERY-OPERATED DISPLAY MOTORS 


Sales offices in these principal cities: Chicago, Philadelphia, Minneapolis, New York, 
Toronto (Ontario), San Francisco (Erlach Lee Co.) 
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tional promotional opportunities in 
related items such as miniature re- 
productions. All agree that all 
know what they have available to 
spend. 

The area of additional opportuni- 
ties should rate about equally with 
other questions, such as_ timing, 
pricing and quality. Don’t settle for 
anything you feel someone wouldn't 
be proud to display. 

‘While someone would display it 
and have it working for him and 
you, it logically should be presented 
with at least some semblance of a 
flourish. If possible, present it in 
person. This can range from the 
person’s office to the Poor Richard 
Club. Properly produced and pro- 
moted, it can draw an important 
person or persons to attend a func- 
tion they normally wouldn’t attend. 
In some instances it’s better from a 
promotional and personal angle, 
certainly creating a more lasting 
impression than resorting to mes- 
senger or parcel post. 44 


Traveling Shoe Mittens 
Available as Premiums 


A goodwill premium for use by 
travel agents, hotels, airlines, etc., 
is the Traveltime Shoe Mittens in- 
troduced by Treinis Bros. Inc., 
Brooklyn. 

Made of two-color Jacquard rib- 
knit fabric, shoe mittens have a 
drawstring closure and are sized to 
fit both men’s and women’s shoes. 

Advertising imprint is available in 
contrasting color, permanently 
knitted-in. They come packed in a 
simulated luggage gift box. Cost 
for two pair, per box, is 68¢. 

- for more details circle 421, page 139 


Blaisdell Award Pencils 
Star as Promotion Device 


One of the most novel ideas of- 
fered to sales promotion men in a 
long time is the award pencil from 
Blaisdell Pencil Co., Bethayres, Pa. 

While the award pencil looks like 
the ordinary thing on first inspec- 
tion, it’s in the sharpening that the 
sales promotion possibilities stand 
up to be saluted. 

Instead of lead, the sharpener of 
an award pencil sees a paper scroll 
coming out of the pencil. This scroll 
can contain up to 40 words of the 
advertisers’ message. 

Its possibilities are many, not only 
for store-building promotions, con- 
sumer contests, etc., but for sales in- 
centive purposes in person or via 
direct mail. 

- for more details circle 422, page 139 





Qualatex* Imprinted 
Advertising Balloons 


by PIONEER 


Fill out and send me this 
coupon and get your file 
containing imprinted bal- 
loon samples to show our 
quality plus all there is to 
know about advertising 
balloons to prove our abil- 
ity to serve you. 


fy mh 


CTE a 
Proven Service 


The Pioneer Rubber Company 

410 Tiffin Road, Willard, Ohio 

Dear Mrs. Wolfe: 

Please send me free “Advertising Balloon Fact File,’ 
containing full color illustrations and prices, ideas, 


ordering instructions and order blank and imprint 
work sheet. 


DN. sasiciaeiicanianeniiinaiaticanit ati: 


Address 


= — Zone —_ State 


Requested by 





Counter Display . 


Dr. West 
Sets a 
Record 


A special premium deal 


introduced a new kind of record, 


< and set record sales. 


. This corrugated unit held 72 toothbrushes 


and accompanying records in the minimum of space 


By Thea K. Flaum 
AR Editorial Assistant 


Now that the ear has become 
accustomed to music to dance by, 
dream by, sing along with, and 
shave by . . . along comes something 
that might well be hailed as “music- 
to-brush-your-teeth-by.” The mu- 
sic, although not specifically written 
for toothbrush accompaniment, is 
part of a premium promotion co- 
sponsored by RCA Victor Records 
and Dr. West’s Youth toothbrushes. 

While using phonograph records 
for premiums is not new, the com- 
bination of denture and disk is un- 
usual, however, and has all the 
earmarks of a very successful pro- 
motion. Aimed unerringly at one of 
the purchasing weak spots of the 
group it wants to reach—the teen- 
ager—the package features a special 
“Tunes for Teens” record with a 
toothbrush fastened with mastic to 
the record sleeve. Selections for the 
recording were made with one eye 
on the hit parade listings. Artists 
are current teenage vocal favorites: 
Sam Cooke singing “Hey There,” 
the Browns with “Who’s Gonna Buy 
You Ribbons,” Neil Sedaka singing 
“Circulate,” and Rod Lauren with 
“Young and Warm and Wonderful.” 


> The record itself offers the added 
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inducement of being something new. 
RCA is starting a big push for a 
new line of “Compact” 33 1/3 Long 
Play records (called “Compact be- 
cause the record is only 7”, com- 
pared to the now standard 12” LP). 
Songs are singles from four RCA 
albums, and have been put together 
in a scientific coup of sorts: a Com- 
bination Hi-Fi-Stereo disk. On one 
side, the four songs are recorded 
in Hi-Fi, and the same four repro- 
duced in stereophonic sound on the 
other. This is the first combination 
record and is destined, RCA thinks, 
to become a collector’s item. 
Although the record premium was 
bought by Dr. West from RCA, costs 
for promoting the package — about 
$750,000 — are being shared almost 
equally by the two companies. Na- 
tional advertising is scheduled for 
teenage and music trade magazines. 
One-shot ads will run in such pub- 
lications as Seventeen, Ingenue, 
Teen, and in Cash Box, Record and 
Sound Selling, and Music Vendor. 
Individual dealers are provided with 
prepared radio spots and newspaper 
mats, which they can use to spot- 
light their store’s promotion. 


> The “Tunes for Teens” record can 
be purchased only in combination 
with the toothbrush, and is sold 
exclusively in drug outlets. Price 


for the package is 88¢; ordinarily, 
the toothbrush would cost 49¢, the 
record $1.29 — a 90¢ saving to the 
consumer. In-store promotion is 
achieved through four-color corru- 
gated point-of-sale counter units, 
produced by the Frost-Craft Prod- 
ucts Division of Olin Mathieson, 
which hold 72 packages. 


Supporting Ad Running in ‘Teen’ 
and ‘‘Ingenue,’’ this black and white ad 
was backed up with ads in the music 
trade press 





Premium Package The toothbrush, 
attached to the record sleeve, made an 
item that was easy for the dealer to han- 
dle 


The compact counter unit roughly 
resembles a theater marquee, topped 
by two cut-out records, which pro- 
claim the special virtues of this 
“amazing new compact,” and the 
low price. The p.o.p. display and the 
back of the record sleeve were both 
designed by George Allen, art direc- 
tor on the Dr. West account at J. 
Walter Thompson. 

Merchandising to the drug stores 
was done through wholesale drug 
jobber salesmen, who used bro- 
chures and a sample record sleeve 
with dealer-sell copy on the back. 
The entire promotion for Dr. West 
was co-ordinated by John Sand- 
berg, account executive at J. Walter 
Thompson, and O. B. Lyon, adver- 
tising manager at Dr. West. 


> For RCA, hopefully expecting the 
new 7” LP size to firmly entrench 
itself in the bosom of the teenage 
record collection, this promotion 
will be a good indicator of whether 
the wind is blowing toward “fad or 
flop.” National advertising copy 
concentrates on selling the “Com- 
pact,” as does the RCA-designed 
front of the record sleeve: “Be the 
first to own the small-size record 
that plays at the big record speed 
... look for your favorite stars... 
at your RCA Victor record dealers.” 
And RCA does not neglect to push 
“your favorite stars’ recordings still 
further by picturing the albums 
from which the songs were taken 
on the record sleeve. 

For Dr. West, whose print order 
on the recordings was one million, 
the promotion looks like a sure-fire 
success. Selling the teenage market 
on its youth toothbrush by offering 
it with something they know their 
market already wants is good psy- 
chology, and good sales promotion. 

44 


key 
to 


typography 
at 
less cost 


f Photographic 


typesetting machines 


operating day-and-night at Warwick Typographers in 
St. Louis are producing millions of type characters for a 
tremendous variety of printed material. 


In a few years’ time the demand for this modern method 
of typesetting has enabled Warwick, pioneer in this field, 
to become the largest producer of photocomposition in 
the world. Send for a sample Photo-Repro proof and see 
for yourself this remarkable method of setting type. 


WARWICK TYPOGRAPHERS 


920 WASHINGTON AVENUE «+ ST. LOUIS 1,MO. 


FREE TYPE BOOK—Bi¢ 


Serving 43 states overnight air delivery t 


Be Your Own SPD °* Sales Promotion Manager 


With the exclusive Hartnett PFF — Promotion Fact Finder — you 
can design your own personalized, one-of-a-kind trophies and 
plaques that will be just right for your 

© achievement awards ® reminder advertising ® product idenifi- 
cation ® campaigns and contests ® good will builders. 
HARTNETT offers complete plaque and trophy service PLUS manu- 
facturing and creative know-how to back up the most discriminating 
SPD! 

HARTNETT offers a personalized Planned Promotion Analysis and 
Hartnett-Craft sample for simply completing the Promotion Fact 
Finder . . no obligation of course. For your PFF write 


SPD © The Hartnett Co., 921 Main St., Woburn, Mass. 
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How to Get Dealers to 
Use Promotion Materials 


If you're faced with the problem of dealers 
who don’t like to use the promotion materials you 
furnish, this case history might give you a solution. 


By Walter E. Donovan 
Advertising Manager 
Fuelane Corp., Liberty, N.Y. 


To get our dealers, many of them 
offering a variety of other products 
and services, to use our promotion- 
al materials in the way we intended 
them to, we have established a pro- 
motional program centered around 
our Happy Cooking trademark em- 
blem. 

Our representatives make regular 
calls on dealers in the seven eastern 
states we serve, and attempt to as- 
sist them with their promotional 
programs. Our reps see that each 
dealer is given a 60-page Happy 
Cooking Advertising and Promo- 
tional catalog. This catalog outlines 
all the cooperative advertising ben- 
efits of which the dealer may wish 
to take advantage and also pictures 
all the promotional items he will 
need. The catalog is printed in red 
and blue, our colors. 

The printing, by the way, is in 
our own plant in Liberty, about 90 
miles from New York City in the 
heart of the Catskill Mountains. By 
maintaining our own printing plant 


132 + QE - April 1961 


we can furnish overnight service to 
our dealers if they need it. 


> Before I outline our program, 
perhaps it would help if I told you 
more of the specifics of our situa- 
tion. The principle product we ad- 
vertise is liquid petroleum gas, 
sometimes referred to as propane, 
butane or bottled gas. Fuelane sells 
LP-Gas as a “metered gas service” 
under our Happy Cooking trade 
branded emblem. 

The market for LP-Gas is large- 
ly in the rural areas where natural 
gas pipelines have not been ex- 
tended. The gas is delivered to cus- 
tomers by truck in cylinders which 
are placed outside the premises. 
The cylinders are filled with gas at 
Fuelane’s plants. These plants are 
strategically located throughout 
Fuelane’s territory and are well 
identified with the Happy Cooking 
emblem which appears on large 
storage tanks, buildings and on 
signs erected on roads leading to 
the plants. The two-color Happy 
Cooking emblem is placed on the 
cylinders at these Fuelane filling 
plants. This serves a two-fold pur- 


pose. The Happy Cooking emblem 
on the cylinder identifies the cus- 
tomer as a Happy Cooking user 
and also serves as an advertisement. 

Dealers are urged to erect Happy 
Cooking roadside signs in all the 
areas they serve. Many of these 
signs are put on back roads rather 
than on heavily travelled thorough- 
fares in order to attract our rural 
prospects. 


>In order to get the dealers to 
identify themselves with Happy 
Cooking, Fuelane has devised a 
promotional rating system: 


1. Basic Happy Cooking identifica- 

tion 40 pts. 

(4 roadside signs, 1 outdoor 

store sign, 1 indoor store sign 
and truck identification) 


2. Display Happy Cooking gas range 
and water heaters 


3. Distribute Happy Cooking News 
to all customers each month 


4. Consistent newspaper advertis- 
ing for Happy Cooking 10 pts. 
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Why do the “blue chips” choose Sheaffer 
for premiums or advertising gifts? 


These leaders of industry know it pays lasting dividends 
to give their customers a gift that shows it was selected 
with care...one that will be appreciated and used 
day after day, providing a constant reminder of them and 
their services. And, they also know that one good name 
deserves another; when they imprint theirs on a Sheaffer, 
they know they’ve given the best. 

Sheaffer Pens and Pencils are designed to make ideal gifts, 
regardless of the size of your budget. Clip and mail 
the coupon below and we will have a Sheaffer 
representative contact you to show the entire line and 
discuss details and prices. 


Cartridge Fountain Pens 
Fill with handy cartridges 
of Skrip writing fluid you 
carry in pocket or purse. 


With new spiral grip 

for writing ease. 

Sleeve tip stops lead 

breakage. Mr. Hugh C. Green, Specialty Sales Manager, Dept. AR-1 
W. A. SHEAFFER PEN CO., Fort Madison, lowa 


Please have a Sheoffer representative contact me to discuss details and prices. 
Skripriter Ballpoints This request does not obligate me or my firm in any way. 
Start instantly. The only Ex 
ball points that write with ' 4 ss. \, NAME 
world famous Skrip ball- ‘ 


point fluid. ADDRESS. 


DONE cee FATE 
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SAMPLE 
KIT shows the amazing 


power of Faultless 
Advertising Balloons 


Detailed literature and prices .. . 
profitable ideas on store promotions 
. . « displays . . . and other exciting 
ways of smart merchandising with low 
cost Faultless balloons. Write today 
on your letterhead for free sample 
kit. The Faultless Rubber Company, 
Dept. 12, Ashland, Ohio. 


Just Ahead — 


. when it's Springtime in Chicago 
the greatest of all premium expositions 


28th annual 


National Premium 
Buyers Exposition 


hub of the premium and 
incentive merchandising industry 


NAVY PIER e CHICAGO 
APRIL 10-11-12-13, 1961 


YOU'LL GET IDEAS .. . you'll have 
a chance to talk with the experts of 
this great 21% billion dollar industry 

.« you'll be able to lay out prelimi- 
nary groundwork for merchandising- 
through-premiums or incentive pro- 
grams that can mean more profitable 
sales for your company. 


@ As NBPI 
letters 


A.B. COFFMAN ASSOCIATES 


Exposition Managers 


28 East Jackson Bivd. 
Chicago 4, Illinois 
Phone: WEbster 9-0980 


NPBE is under the auspices of the 
Premium Advertising Association of America, Inc 
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5. Consistent radio, tv, 
advertising for 


movie 


Happy Cooking 


6. Consistent use of Happy Cooking 

circulars 
7. Happy Cooking advertising in 
telephone yellow pages .. 5 pts. 


If a dealer 
more, he is considered in our A 
promotion class and is therefore 
entitled to more advertising credit 
under our cooperative 
plan. 


earns 80 points or 


advertising 


>» This plan has helped us to over- 
come dealers’ apathy toward pro- 
motion and has increased the use 
of Happy Cooking promotional ma- 
terials. All the signs used by Fuel- 
ane bear the Happy Cooking oval. 
The company provides outdoor plas- 
tic signs (2x4’ and 3x6’), an indoor 
sign (30x16”), two types of clock 
signs, two baked enamel ovals (5’ 
and 8’), a thermometer and two 
types of roadside signs. We share 
the cost of the signs on a 50-50 


Localized Outdoor . . . The local dealer 
gets points for such an installation, as 
well as his 


name before his prospects 


to Fuelane 


7 . . n 
ine American oign 


Cincinnati 


Beach Pr nc. 


Mich. 


Cramer-Krasselt Cc 


Kalamazoo 


basis with the dealer — after the 
sign is erected. This last part is 
important. Past history showed us 
that many dealers never put up the 
signs after they bought them. Issu- 
ing credit after the sign has been 
erected has helped solve the prob- 
lem. 

Transportation is an important 
part of the LP-Gas business. With 
so many trucks involved in our 
business in the seven states, it 
seemed a natural for us to include 
truck decals, license plates and 
truck posters as a part of the Happy 
Cooking program. 

Since installing truck poster 
frames on most of the dealers’ 
trucks, the use of Happy Cooking 
truck posters has increased every 
year. These posters are usually 
changed every month. This gives 
us an opportunity to tie in with 
national campaigns featuring vari- 
ous gas appliances and features as 
provided by the American Gas 
Assn. or the gas appliance manu- 
facturers. Since Fuelane also sells 
appliances, under its trade name of 
Happy Cooking, truck posters are 
designed and produced in Liberty 
for our own brand. 


> In addition to the identification 
signs for the dealers’ stores, we 
provide an illuminated shadow-box 
change-of-copy sign which is the 
same size as the truck poster. 
Transchrome vinyl inserts are used 
in front of the sign. The inserts are 
silkscreened at the same time the 
truck posters are made up (using 
the same artwork) and the dealer 
has an illuminated reproduction of 








the truck poster to put in his show- 
reom window or on his sales floor. 
A variety of silkscreened banners 
(paper and satin) streamers, pen- 
nants and other in-store material is 
produced for our dealers on a regu- 
lar basis to tie in with campaigns. 

To provide all our customers with 
service information and recipes as 
well as to tell them about new 
products, we produce a monthly 
publication called The Happy Cook- 
ing News. Usually printed in two 
colors, this four-page folder con- 
tains recipes, household hints, jokes 
and news about gas appliances. The 
piece is individualized for each deal- 
er with his own imprint featured 
along with our emblem. Most of our 
dealers use the News which folds 
to fit in the envelope carrying the 
gas bill. 

Other items geared to interest the 
housewife are calendars, napkins, 
bowl covers, potholders, aprons, hats 
and cookbooks. All have the Happy 
Cooking emblem on them in two 
colors. Most of these items carry 
the dealer’s name and are sold to 
the dealer at a price less than he 
could buy them elsewhere. 


> To assist the dealer with his ad- 
vertising program, we provide free 
newspaper mats, radio and_ tv 
scripts, engravings of the Happy 
Cooking emblem in various sizes in 
one and two colors, pricing signs, 
demonstration signs, price tags (in 
the shape of die-cut Happy Cooking 
emblems), and full-color movie ads. 
All literature produced carries the 
Happy Cooking emblem and most 
of this material is imprinted with 
the dealer’s name in our print shop. 
Tags, cards, notices, calling cards, 
letterheads, billheads, envelopes, gas 
bills and other business forms are 
all provided for our dealers. 
Happy Cooking uniforms, caps 
and coveralls are also available for 
meter readers, servicemen and other 
people in the field. Embroidered 
emblems in various sizes are a 
standard part of this clothing. 


Public Service . 
often used at 


. Aprons and caps are 
community fund-raising 
affairs, as at this Rotary Club affair in 
Sidney, N. Y. This picture appeared in 
the local newspaper 


We also use premiums. In fact, 
we feature a premium-of-the-month 
for our dealers and we also provide 
a catalog of premiums. All premi- 
ums carry the Happy Cooking em- 
blem. 


> During 1960, we used billboards 
and printed bulletins for the first 
time. Happy Cooking commercials 
also appeared on five tv stations. 
Dealers tie in by renting billboards 
imprinted with their own name. 
(Billboards not rented by dealers 
carry the imprint, “See Your Near- 
est Happy Cooking Dealer.”) The 
tv stations use one-minute spots 
and a few ID’s. Again the emphasis 
is on the emblem and metered gas 
service theme. And finally, we have 
started using the National Trade 
Mark Service in the yellow pages 
of telephone books in our seven 
state area. 

All of this activity has paid off. 
Sales of LP-Gas has increased. Our 
dealers seem happy. And it just 
proves that if you have an all-em- 
bracing program even the weakest 
dealer benefits, and when our deal- 
ers benefit it follows as naturally 


as night after day that we benefit 
also. 44 


Trading Stamp Machine 
Puts Speed in Dispensing 


A machine that dispenses trading 
stamps with cash-register speed and 
accuracy has been introduced by the 
Stamp Dispenser Sales Corp. 

Marketed under the name “Will- 
Pro Trading Stamp Dispenser,” the 
unit’s mechanical action is con- 
trolled by a simple hand-lever op- 
eration that selects and dispenses 
stamps in desired denominations by 
motivating an endless steel 
brated chain. 


cali- 


According to inventor Al 
Williams, the manual control design 
was chosen for the machine in pref- 
erence to electronic motivation be- 
cause of the inherent size variation 
that takes place in trading stamps 
when glue is applied. 

“This is an unavoidable condition 
that exists,’ Mr. Williams said. 
“Your paper may be perfect when 
printed, but after glue with its 
moisture content is applied, a cer- 
tain amount of stretching takes place 
and frequently this expansion fol- 
lows an uneven pattern.” 

The manually controlled system, 
he pointed out, gives more precise 
control and if, occasionally, “stamps 
fail to come out exactly on the per- 
foration, a simple hand adjustment 
sets them right.” 

The Will-Pro machine is 7x12x7” 
and weighs 15 pounds. Loaded with 
a roll of 30,000 stamps, the clerk 
operates it by sliding a lever knob 
into the denomination desired and 
pulling down. The price is $89.50. 

Additional information is avail- 
able from Stamp Dispenser Sales 
Corp., 49 Eastwood Drive, Med- 
ford, Ore. 44 


Hawaiian Theme Materials 
Available for Promotions 


A folder listing Hawaiian party 
and display materials has been re- 
leased by Orchids of Hawaii Inc., 
New York. 

Beautifully illustrated with color 
photographs, the folder lists a va- 
riety of products for sale in the 
flower, perfume, clothing and food 
lines plus display materials ranging 
from artificial pineapples to live 
palm trees. Grass huts, canoes, surf- 
boards, etc. are available on a rental 
basis. 

Copies of the folder are available. 

. for more details circle 417, page 139 


Generous Chemstrand Offers Red Carpet For VIP’s 


While 


are fond of talking “red carpet” 
treatment, it 


sales promotion people 
usually remains a 
figurative phrase since hardly any- 
body’s got a red carpet. . 
one, anyway. 


- a real 


All that is changed now with a 
generous offer from the Chem- 
strand Corp. concerning the plush 
red Acrilan Carpet used each 
Christmas season in the Fifth Ave- 
nue entrance of the Empire State 
building. 

Chemstrand has decided to 
make the carpet available for tie 


in promotions throughout the 


United States on a first-ask-first- 
get basis. Why? Well, we're not 
quite sure. Maybe it’s storage costs 
being what they are ... or maybe 
it’s because Chemstrand is sorry 
for sales promotion men who talk 
a good red carpet but never seem 
able to produce one. Anyhow, to 
stop kicking a good gift carpet 
around, it’s a generous offer and 
one that can be utilized providing 
the promotion is important enough 
for the carpet. 

Requests should be directed to 
Chemstrand Corp., Dept. TVS, 350 
Fifth Av., New York. 
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Art & Photography 


Colind Photography Inc 
Corona Color Studios 
Mack, Douglas 

Major Photo Co. 
Multi-Ad Services Inc. 
Quantity Photo Co. 

Rik Shaw Assoc. Ltd 

Volk, Jr., Harry, Art Studic 
World Color Inc. 


Art Supplies 


Bienfang Paper Co. Ir 
Brown, Arthur & Bro. Inc. 
Crescent Cardboard Co. 
Griffin Mfa Co. Inc 


Balloons 


Faultless Rubber Cc 
Oak Rubber Co. 
Pioneer Rubber Co. 


Banners, Pennants 


Hollywood Banners 
Pratt Poster Co 


Binders, Catalog Covers 


American Thermoplastic Co. II 

Meier, Joshua, Co. Inc. 100 

Peterson Electronic Die Co 
Inc. 82 


Copyfitting Aids 
Lee, Arthur B 
Copywriting Service 
Copy Shop 

Decals 


Meyercord Cc 
Multi-Color Process Co. 
Screen Proce Printina Cc 


Direct Advertising 


Brodie Advertising Servic 
Castle Cards 
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Drey, Walter, Inc 
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Kleen-Stik Products 


Display Motors 


Hankscraft C 128 


~O. 


Vue-More Corp 86 


Displays, Window & Store 


Chicago Show Printing Co. 54 
Geeco Inc. 90 
Hollywood Benners 17 
Indiana Wire & Specialty 
Co. Inc. 48 
Kirby-Cogeshall-Steinau Cc 
Inc. 53 
Pratt Poster Co. 8 
Schutz, Thomas A., Co. Inc. 117 
U man Gravure Inc. Back Cover 


Displays, Wire 


Wire 


Inc. 


Indiana 
Co 


& Specialty 


Duplicate Plates 
Rapid Electrotype Co. 
Envelopes 


Cupples-Hesse Corp. 
Du-Plex Onvelope Corp. 
Tension Envelope Corp. 
United States Envelope Co 


Exhibit Builders 


Design & Production Inc 
Haas Display Inc 


Exhibit Moving 


Aero Mayflower Transit 
Co. Inc. 


Fluorescent Inks & 
Materials 


Radiant Color Ce 
Gravure Services 


llins, Miller & Hutchina 
Inc Inside Front Cover 


Imprinting 


Indexes 
Aigner, G. J. Co. 18-16, 138 


Ink, Screen Process 


Radiant Color Co. 


Labels, Tags 


Lettershops 


Brodie Advertising 
Letter SI p Inc 


Letters, Sign & Display 


Mailing Lists 


Motion Picture Services 


MP-TV Service 


Office Equipment & 
Supplies 


Dick, A. B., C 
Friden Inc 


Packaging Materials 
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du Pont de Nem 
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Papers, Printing 
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Brown Co. 97-98 
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Inside Back Cover 
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Papers, Specialty 


Bergstrom Paper Co. 66 
Bienfang Paper Co. Inc. 138 
Brown Co. 97-98 
Brown-Bridge Mills Inc. 72 
Kleen-Stik Products Co. 4, 46 
Radiant Color Co. 80 
Thilmany Pulp & Paper Co. 12 


Photoengraving & 
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Collin Miller & Hutchings 
Inc. Inside Front Cover 

Hutchings & Melville Inc. .. 93 

World Color Inc 107 
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Typesetting 


Flexo-lettering Co. Inc. 
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Photo Prints, Quantity 
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Printing 


Commercial Photo-Print 
Service 78 
Crocker, H. S., Co. Inc. 44 
Graphic Enterprises of Mil 
waukee Inc. . 138 
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Back Cover 





Adwertisers 


Projectors 


C Industrial 
Du > Corp 
Tel-A-Story Inc 
View! 
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Screen Process 


Screen Process F 


Self-Sticking Specialties 
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Meyercord C 19 
Multi-Color Process Co. 121 
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Inc, 53 
Meyercord Co. 19 
Mulholland-Harper Co. 49 
Multi-Color Process Co. 121 
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Fiofeueil Source fev 


Services and Supplies 


MANIKINS 


Available 


on a modest rental 
basis, to lend dis- 
tinction to your 
trade show exhibits 
and special promo- 
tions. We manikins 
work 24 hours a 
day without tiring. 
Complete selection 
of ladies’ men’s and 
children’s figures. 


MADISONIA MANIKINS, INC. 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 
CHICAGO: 11 So. Desplaines DEarborn 2-6818 
DALLAS, 3007 Canton St., RI 77-1937 


3-D DISPLAY LETTERS 


Free Samples 

& Catalog 

Grace Letter Co., Inc. 
77 Fifth Avenue, Dept. D 


New York 3, N.Y. 
Watkins 4.0850 


ALPHABETS 


COLOR POST CARDS 


os eA 


POSTCARDS 


JOMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8' «x 11 
25¢ ea, in 1M quentity 
COLOR PRINTS—OYE TRANSFER—TYPE C 
Write for Price List and Somples 
CORONA COLOR STUDIOS 


DECALS 


NEW DEecaLs 


Permanent type tough “Viny!” 
applied in seconds without water. Saves labor; no 
ae storage. MADE TO YOUR SPECIFI- 
CATIONS...lettering, numbe our trademark, 
Send now for FREE SAMPLES and estimate. 
SCREEN PROCESS PRINTING CO. , P.0.Box 948, Wichita! Kansas 


ADDRESSOGRAPH PLATES 


NEW PLATES NEW FRAMES 


for your Speedaymat and Addressograph 
all styles available — immediate delivery 


DEAN FORREST CO. 


7 Foster Street Revere, Mass. 


i38 > gy 


April 1961 


TITLE INDEXES 


SPECAL-TTE = |. = [AICO )} 


Made with special 
titles or choose 
from a wide variety 
of standard titles. 
From your printer 

or write for infor- 
mation and samples. 


G. J. Aigner Company 
426 S. Clinton St. 
Chicago 7, ill., HA 7-7414 


ART SUPPLIES 


Top flight cartoons for your 
ads,. house. organs,. etc 


200 CARTOONS 
sme 50 


BERNHARDT, 733 A St., Hayward, Calif. 


NELSON 


BRISTOL BOARD 


SALES MANAGER, 
ALSO EXECUTIVE SALESMEN 


TEL-A-SIGN, INC., Chicago, leading pro- 
ducer of indoor and outdoor illuminated 
signs has openings in certain territories as 
well as in sales management. Liberal 
drawing accounts to experienced men with 
a following. Contact A. A. Steiger. 


COLOR PRINTING 


BRILLIANT/ (>, ACCURATE/ LOW IN COST/ 
GEM Coler—TOP QUALITY letter- 
press printing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free . 


PRINTING 


—_— 


Traced Re crarerae gh eS 


‘SRG atm. ima e 10) 44 ean 


COPYWRITING 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your stoff—but not to 
your poyroll—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison /ny 16 


DISPLAY FIELD REPRESENTATIVES 


Sales agents wanted by Baltimore — 
Washington area metal display manu- 
facturer. An opportunity for independ- 
ent printing, space and cardboard sales- 
men to increase their income by selling 
metal displays, racks, signs, etc. 


Write Box 50, 
c/o Advertising Requirements, 
630 Third Ave., New York 17, N. Y. 


Here's a package deal that’s 
fit to be tied and wrapped 


for economy! Combine your 


insertions in any two — or 
three — of these publica- 
tions, 

e Advertising Requirements 


© Industrial Marketing 


e Advertising Age 
issued by 
Advertising Publications, Inc. 
By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 


minimum rate-holder 
regulations apply for 


maximum economy. 


200 E. Illinois St., Chicago 11, Ill. 


GD Advertising 


Requirements : 


' 
weeeeee CESSES ee ee eee eee ee Sere eee sess wesereesesese.: 





401 /Circle on Readers’ Service Card 
Sales Promotion Mailers 
Direct Mail Printing Co. shows a var 


mailing pieces. (Page 44) 


402 Ci: 1 | 
Ansa-Gram Mailer 
resembles 
m Ansa-letter 
(Page 44) 


403 1 Rea 
Agency Discount Sheets 
t trated kay Co 
jiscount calculating 
(Page 45) 


404‘ ITCci¢ nn 
Patnel Samples 


Kemlite 1 sampling of its 
sent polyester sign material with 


, r 4} hrayil tei 
ermanently built-in. 


(Page 49) 


405 /Circle on Reader 
Vizuclips Catalog 
rated catalog showing its mplete line 


y attachments for perforated pan 


(Page 53) 


406 /Circle on Readers’ § 
Plexiglas Letter Catalog 

Plast-Ad Mfg. Co. releases an illus 
trated catalog showing its line of Plexigla: 


sign letters (Page 53) 


407/Ci 
Typeface 


from 
om 


(Page 66) 


——— 


Use these return cards 
for your copy of publications 


nentioned on this page 


GSD Advertisin ee Cet T. 
Requirements | Svwie 


* Send for these free helpful selling tools 


408 /Circle on Readers’ Servi "a 410/Circle on Readers’ Service Card 
Small Part Vials The Big Picture 
jescriptive literature on plastic cy . . a brochure from Genarco Inc. explains 
ndrical vials for small parts packaging is how large pictures are projected. (Page 105) 
(Page 85) 


409/Circle on Readers’ Service ird 
Sonic Display Folder 411/Circle on Readers’ Service Card 
. . Magni-Vis Corp. releases an illustrated Selling Aids 
folder showing its line of portable displays. . .. @ catalog of products is available from 
(Page 95) National Blank Book Co (Page 105) 


’ Service Dept. 


9904 


Please have the following sent me NAME 


*Please print or type information below 


401 402 403 404 405 406 

407 408 409 410 411 412 

413 414 415 416 417 418 COMPANY 
419 420 421 422 


TITLE 


PRODUCTS SOLD 


ADDRESS 


If you do not have a personal Ad- CITY & ZONE 

vertising Requirements subscription 

and would like to receive the next 

twelve monthly issues (U.S., Canada *Note: inquiries for items listed 
and Pan-America, $3; all others $5) 
please check below 

(J Payment enclosed [J Send bill 


not serviced beyond July 1, 1961 


Postage No 
Will Be Paid —— 
by If Mailed in the 
Addressee United States 


BUSINESS REPLY CARD 
First Class Permit No. 95 Chicago, Il. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 





P 

; 
amr RV eee tits DCU t UE 
Requirements | Svuwme 


* Send for these free helpful selling tools 


412/Ci: I ‘ var 414/Circle on R 
Training Course New Projector 
e of 11 communications i . . M. P. Goodkin Co. describes a new 
fered by the model in sales literature (Page 121) 
(Page 105) 


415 % 

413/Circ 1d Instant Lettering 
Ready-Made Layouts . a sample of Instant Lettering and a 
stock layouts in a folder are offered catalog of type styles is being offered by 
y Peoria’s Multi-Ad Service (Page 116) Arthur Browr (Page 121) 


Postage No 
Will Be Paid Postage Stamp 


b : 
y If Mailed in the 
Addressee United States 


BUSINESS REPLY CARD 
First Class Permit No. 95 Chicago, Ii. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 


Readers’ Service Dept. 


9904 


Please have the fol 


*Please print or type information below 


NAME 


407 409 
413 415 COMPANY 


419 421 
ene PRODUCTS SOLD 


ADDRESS 


If you do not have a personal Ad- CITY & ZONE 

vertising Requirements subscription 

and would like to receive the next Not a : bait 
twelve monthly issues (U.S., Canada Note: inquiries for items listed 
and Pan-America, $3; cl] others $5) not serviced beyond July 1, 1961. 
please check below: 


[) Peryment enclosed [) Send bil) 


416/Circle on Readers’ Service Card 
Haloid Photocopy 
. a brochure on this system is being 
ffered by Rochester’s Haloid Xerox Inc. 
(Page 121) 


417/Circle on Readers’ Service Card 
Hawaiian Theme Materials 

. . » Orchids of Hawaii Inc. gives descrip- 
tions and prices of current items in its 
Hewatlian line (Page 135) 


418/Circle on Readers’ Serv 
American Gothics 

. » @ basic typeface family is shown by a 
Pittsburgh typographic service, H&H, in a 
large colored sheet (Page 80) 


419/Circle on Readers’ Service Card 
New Craw Clarendon 

Condensed, in addition to the Craw 
Clarendon series, is shown by ATF in a 


proof sheet (Page 82) 


420/Circle on Readers’ Servi 

Color Portfolio 

. . « Rose Color Inc. is offering a portfolio 

of full color specimens it has processed. 
(Page 82) 


421/Circle on Readers’ Service Card 
Traveltime Shoe Mittens 


. Treinis Bros. offers details and samples 
of traveling premium with knitted ad 


imprint. (Page 128) 


422/Circle on Readers’ Service Card 
Blaisdell Award Pencils 

. information on sales promotion pencils 
inserted with ad messages instead of lead, 
is available from Blaisdell Pencil Co. 


(Page 128) 


» 


Use these return cards 
for your copy of publications 
mentioned on this pace 





DO YOU READ BETWEEN THE LINES? 


Your customers certainly do. When a hi-fi enthusiast studies your 
catalog, he sees more than just text and pictures. Unconsciously he is 
reading between the lines for evidence of your company’s character. He 
looks for the quality image that only a good printer can help you achieve. 
Select your printer carefully — and early in the planning stage. Very 
likely he will specify.a Warren paper, because he’ll get better results — 
and so will you. S. D. Warren Company, 89 Broad Street, Boston, Mass. 


Fine printing papers for advertising literature and the publishing of books. 


(Warren's) printing papers make a good impression 


a 





The split second 
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ULLMAN GRAVURE 
BAMA 
PLASTIC TRANSPARENCIES 


CS UC ie Cae ee eh er eas 
eS eek 
Boxes have ULLMAN TRANSPARENCIES. The happy result 
larger orders, year after year, from the same satisfied 
FT ath ee 

There are many reasons for the brighter lighted pictures 
you get from ULLMAN! Only ULLMAN builds a light-refracting 
surface into each TRANSPARENCY reproduces your pic 
ture (any kind!) on clear plastic, printing on both sides in 
Ase A Cee A a ee 
continuous tone picture, you get sensational color build-up 
ee ee ML La 
catch your message. Even should the Shadow Box light go 
out, your advertisement remains colorfully convincing 


No wrinkling, no warping, no matter what the atmospheric condi 
tion. No fading in front of a light source. Any size up to 37” x49 
For your best GO-BUY Transparencies see ULLMAN! 


Light Up 
Your Promotion Program 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 


FOR LOCAL INFORMATION 
CALL THESE NUMBERS: 


A division of The Uliman Company, Inc. 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES 
SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 


Established 1888 








